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Rough Proofs 


Babypads are a new product which 
makes life much pleasanter for 
mothers. If Dennison had conferred 
this boon on humanity a little 
earlier, there’s no telling how much 
larger the population might have 
been by this time. 

vvy 

If Theodore Roosevelt were alive 
today, he would call Babypads a 
powerful new weapon of attack on 
race suicide. With babies, as with 
motor cars, it’s not the original cost, 
it’s the upkeep. 

vvy 

Crosley is adding to its line with 
a new domestic stoker. The idea 
undoubtedly is that the householder 
who avoids shoveling coal will thus 
have a lot more time to listen to his 
Crosley radio. 

oe < 

The musicians operating in Chi- 
cago broadcasting studios are threat- 
ening to go on strike. Now if the 
announcers would only decide to 
walk out! 


s © F 


Libby, McNeill & Libby are now 
packing Spanish olives in modernis- 
tic glass bottles wrapped in Cello- 
phane. 

Decidedly not an old Spanish cus- 
tom. 

?. 9 

“Suppose,” supposes Advertising 
é Selling, “Mr. B. makes $2,000,000 
a year.” 

But what a whale of a supposer 
you have to be to suppose that. 

ee 9. > 

Paul Whiteman, in Chicago, played 
an accompaniment for Bebe Daniels, 
broadcasting on New Year’s Day 
from Los Angeles. That wasn’t such 
a good break for Oompah Paul. 

vv¥$egy? 

Two national advertisers who 
spent considerable sums in maga- 
zines in 1930 and zero in 1931 make 
bathtubs. In spite of the lack of 
additional facilities, a lot of us man- 
aged to get into hot water. 

vv¥$eegy? 

“I’m an artist,” admits James 
Montgomery Flagg. “An automobile 
has to be really beautiful to give me 
a thrill.” 

But, Jimmy, doesn’t it depend 
sometimes on who else is in it? 

vvwy 

In spite of the new ruling by the 
Federal Trade Commission, some of 
the agencies will continue to fight 
for the right to life, liberty and the 
pursuit of testimonials. 

vvy 

The better business bureaus are 
sponsoring a “supreme council” of 
advertising, to pass on predatory 
copy. The chief requirement for 
membership will be supreme confi- 
dence in the infallibility of your 
own judgment. 

vvy 

If you don’t like 1932, you can 

leap right over it. 
~- ? =? 

After looking at the giant ost 
used in current advertising of Mac- 
beth-Evans and Hudson, it seems 
necessary to report that the eyes 
have it. 

vvwy 

Our Wisconsin scout wig-wags that 
at Richland Center an old black 
hearse is being used to transport the 
mail. Direct-mail advertisers should 
protest that the times are gloomy 
enough without this. 

Copy Cus. 


Second Annual Review Begins 


on Page 5 


CHERINGTON IS 
PRESIDENT OF 
NEW SOCIETY 


Complete Organization at 
Washington Meet 


Washington, D. C., Dec. 31.—The 
American Marketing Society effected 
a permanent organization at its 
meeting here, electing Paul T. Cher- 
ington, New York, as president. 

Other officers: First vice-presi- 
dent, L. D. H. Weld, McCann-Erick- 
son, Inc., New York; secretary, Na- 
thaniel W. Barnes, New York; treas- 
urer, Archibald M. Crossley, Cross- 
ley, Inc., New York. 


Regional vice-presidents were 
named as follows: John H. Fahey, 
Worcester (Mass.) Post; A. T. Kear- 
ney, James O. McKinsey & Co., Chi- 
cago; R. A. Balzari, McGraw-Hill 
Publishing Co., New York; H. H. 
Maynard, Ohio State University, Co- 
lumbus; Frank M. Surface, U. 8S. 
Department of Commerce, Washing- 
ton. 


Directors: Harry R. Tosdal, Har- 
vard University; Fred E. Clark, 
Northwestern University; Paul H. 
Nystrom, Columbia University; F. J. 
Nichols, National Cash Register Co.; 
L. S. Lyon, Brookings Institute. 


The National Association of Teach- 
ers of Marketing and Advertising, 
holding its annual meeting, com- 
mended the Department of Com- 
merce for its 1930 census of distribu- 
tion. Dr. Lyon was elected presi- 
dent. 

New vice-presidents are Edmund 
D. McGarry, University of Buffalo; 
R. R. Aurner, University of Wiscon- 
sin; Kenneth F. Dameron, Ohio 
State University. Hugh C. Agnew 
was re-elected secretary-treasurer 
and the following directors were 
named: 

Wilford L. White, University of 
Texas; H. E. Burd, University of 
Washington; Paul D. Converse, Uni- 
versity of Illinois, retiring president. 


GEORGE HOPKINS 
DIES SUDDENLY 


New York, Dec. 31.—George W. 
Hopkins, who contributed as gener- 
ously to organized advertising as 
any other man in the United States, 
died an hour after being stricken 
with a cerebral hemorrhage Tuesday 
evening. 

Mr. Hopkins, who was 59 years 
old, was an advertising and sales 
counselor. He held some of the most 
important business posts in the coun- 
try, serving the Johnson Educator 
Food Co., Loose-Wiles Biscuit Co., 
and the Columbia Graphophone Co. 
as vice-president. 

He organized both the New York 
Sales Managers’ Club and American 
Society of Sales Executives, and was 
first president of both. He was vice- 
president of the Second District, 
7S @ 


Cadillac, Oakland, 
Buick Unlimbering 


Heaviest Artillery 


Detroit, Mich., Dec. 31.—Pre-show 
campaigns no less sensational than 
others already reported by ADVER- 
TISING AGE are planned by Cadillac, 
Oakland and Buick. Though actual 
results at the show will have an im- 
portant bearing on future advertis- 
ing activities, most of the campaigns 
will run through the first quarter of 
1932, regardless. 

Four new lines of automobiles, 
their development costing over 
$6,000,000, will be announced Jan. 2 
by the Cadillac Motor Car Co. More 
than 235 newspapers and four na- 
tional magazines will be used in the 
presentation. 

This is said to be the first time 
any car manufacturer has introduced 
four complete new lines simultan- 
eously. The new cars include the 
LaSalle V-8, the Cadillac V-8, the 
Cadillac V-12 and the Cadillac V-16. 

Six-color center-spreads in the 
Saturday Evening Post and Literary 
Digest and full pages in Time and 
the New Yorker are included in the 
schedule. 

An extensive direct mail drive has 
been prepared for dealers according 
to individual requirements. Outdoor 
copy and radio continuity for spot 
broadcasts are also provided in the 
dealer auxiliary campaign. 


“Greatest Achievement” 


Under the heading, “Cadillac Pre- 
sents Its Greatest Achievement,” 
newspaper and magazine advertising 
will list the following as basic im- 
provements: 

“Triple silent synchro-mesh trans- 
mission, full-range ride regulator, 
controlled free wheeling, six-point 
cushioned engine suspension.” 

At the same time, improvements, 
both in body styling and mechanical 
design, will be proclaimed as con- 


MAKES CHANGE 


After six years as 

and Wiley & Co., 

E. Wiley joined the Sweeney & 

James Co., — agency, 
Jan. | 


a partner in King 
dj leveland, John 


tributing to new standards of beauty 
and performance. 

“Standard of the World” 
new Cadillac slogan. 

Following an intensive newspaper 
program during the New York Auto- 
mobile Show, Cadillac will launch a 
dealer drive in trade publications 
late in January. 


Buick Contest Pulls 


With more than 300,000 replies re- 
ceived in a nation-wide $50,000 prize 
contest, winners to be announced in 

(Continued on Page 11) 


is the 


Last Minute News Flashes 


Charles Lansdown, Agency Officer, Dead | 
New York, Dec. 31.—Charles Lansdown, secretary-treasurer of the 
H. E. Lesan Advertising Agency, died Dec. 28. He spent 21 years with 
the agency and was a keen student of media, markets and distribution. 


Reed Landis Joins Williams & Cunnyngham 


Chicago, Dec. 31.—The Reed G. Landis Co., advertising agency, has 
liquidated, and Mr. Landis has joined Williams & Cunnyngham as vice- 
president. He is a son of K. M. Landis, baseball czar. 


Macfadden Foundation Opens Penny Cafeteria 
New York, Dec. 31.—A penny cafeteria, where every dish sells at one 
cent and a five-course meal costs a nickel, has been opened = 511 Third 
Avenue by the Bernarr Macfadden Foundation. 


Lang Heads G. E. Publicity Department 
Cleveland, O., Dec. 31.—Chester H. Lang has been promoted from 
assistant manager to manager of the General Electric Company’s publicity 
department. He succeeds Martin T. Riley, who retired today after 37 years. 


Big Radio Strike Called Off 


Chicago, Dec. 31.—The threatened strike of radio musicians was called 


off today. 


ADVERTISING IS 
DAMMED UP BY 
PRESENT RATES 


That Is Statement of 101 
A. N. A. Members 


New York, Dec. 31—aA poll con- 
ducted among members of the Asso- 
ciation of National Advertisers to 
ascertain sentiment in regard to ad- 
vertising appropriations, shows that 
174 have already made definite ad- 
vertising plans for 1932. 

Of these 174 companies, 53 re- 
ported they will spend more for ad- 
vertising in 1932 than in 1931, 57. 
will repeat the 1931 appropriation 
and 64 expect to spend less. 

Of these same 174 companies, 101 
said slowness by advertising me- 
diums in adjusting rates to fit pres- 
ent conditions was the principal 
cause for having their 1932 appro- 
priations dammed up. 

Following are some of the com- 
ments of these companies, as re- 
ported by the A. N. A.: 

“We are working on a 10 per cent 
less budget but will increase to pre- 
vious figures if we can get rate re- 
ductions.” 

“We are placing more space with 
publishers who have adjusted rates 
than with those who have not. In 
some cases the rate situation has 
forced considerable change in our 
lists.” 

“For years we have been a con- 
sistent user of magazine and news- 
paper advertising. We are now mak- 
ing every effort to develop other 
means of carrying our message to 
the public which will be more eco- 
nomical.” 

“The total amount spent in 1932 
will be the same as in 1931 but we 
will spend less in magazines and 
more in direct mail.” 


“Sound Circulations” Basis 


“We are using those publications 
we think have sound circulation.” — 

“The president of this company is 
sufficiently interested to lay down 
a rule that we will buy no space at 
last year’s rate.” 

“We held off for a while and then 
reduced our schedules.” 

“We have cut our publication. ad- 
vertising, although our 1932 budget 
will be 100 per cent larger than in 
1931.” 

“When, oh when, will publishers 
face the facts; realize what adver- 
tisers are up against and put their 
rate structure in line?” 

“We have dropped expenditures 
from some of the magazines which 
refuse to reduce rates and given to 
some that have seen the trend of 
the times.” 

“We are cutting our schedules in 
certain publications very drastically 
and substituting more copy in oth- 
ers.” : 

“While our 1932 budget is larger 
than in 1931, the increase would be 
greater if rates were lower.” 

“We are diverting advertising ex- 
penditures away from publication 
advertising to other sales promotion 
activities.” 

“It is extremely difficult to per- 


suade a board of directors to appro. 
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priate money for high-priced adver- 
tising space when our sales prices 
are low and possible profit from in- 
creased business nil.” 

“We need more advertising space 
for our expenditures if we are to 
stay in the picture as future adver- 
tising buyers.” 

“We are holding all 1932 contracts 
during a rate discussion with each 
publisher.” 


“Too Late,” One Says 


“Liquidation of magazine rates is 
sure to come sooner or later. Too 
bad it isn’t coming in time to affect 
1932 schedules.” 

“Publishers who have reduced 
rates will be given the ‘breaks’ in 
our 1932 schedule over publishers 
who have not.” 

“We are ordering only one inser- 
tion at a time from publishers who 
have not reduced rates.” 

“There isn’t any question but that 
we would spend more in publications 
if we felt we were getting value for 
our money.” 

“We plan to use only those pub- 
lications that have reduced rates.” 

“We are holding up contracts— 
hoping for lower rates.” 

“We have abandoned Magazine A 
and other expensive media because 
their rates have not been reduced. 
We also decided not to use Magazine 
B for the same reason.” 

“If publishers generally reduced 
rates our tendency would be to do 
more space advertising.” 

“We have had to cut out some pub- 
lications entirely but if rates had 
been reduced this could have been 
avoided.” 

“We are checking 
more carefully.” 

“We intend spending much less 
in publications, partly because space 
rates are, in our estimation, too 
high.” 

“We will make up schedules quar- 
terly in order to make adjustments 


circulations 


which lower rates may indicate are|C 


advisable.” 

“Rate reduction has a tendency 
to increase our advertising activi- 
ties.” 

“Action of publishers will have 
a decided bearing on our selection 
of media.” 


Association Appoints 

The Granite Manufacturers and 
Quarriers Association, Barre, Vt., 
composed of 110 members, has ap- 
pointed Badger & Browning, Inc., 
Boston, to handle its advertising. 
Trade paper and consumer adver- 
tising will be used. 


Brendel Goes to Boston 


Louis H. Brendel, advertising man- 
ager of Neilan Co., Ltd., Los Ange- 
les, regulating equipment, has been 
transferred to Boston. He will di- 
rect the advertising of the Mason 
Regulator Co., Boston, which re- 
cently acquired Neilan Co., as well 
as that of the latter. 


Ewald in Detroit for 


Lorenzen & Thompson 


William R. Ewald will open an 
office in Detroit for Lorenzen & 
Thompson, publishers’ representa- 
tives. 

After 11 years with Campbell- 
Ewald Co., Mr. Ewald became vice- 
president in charge of sales promo- 
tion and advertising for D. L. Ward 
& Co., Philadelphia, a year ago. 


Havana Papers Appoint 


Three Havana, Cuba, papers have 
named S. S. Koppe & Co., Inc., New 
York, as representatives. They are 
the Times, monthly English-Spanish 
review; Habanero, English tabloid, 
and Radio Almanaque, monthly. 


France Decorates Browne 


The French government decorated 
John B. Browne, advertising mana- 
ger of the Ambassador hotel, Los 
Angeles, for distinguished service in 
the World War and later in art and 
cultural fields. 


Gets Furniture Account 

The Simpers Co., Philadelphia, 
has been appointed by W. A. Hath- 
away Co., New York, fine furniture 
and rugs. 


Buys “Florida Grower” 
John F. Cunningham, Springfield, 


Q., has purchased Florida Grower, 
Tampa, Fila. 


Santa Claus 
Is Garbed in 
Black for Two 


Chicago, Dec. 31.—Arthur C. Hau- 
bold, 40, advertising man and late 
publisher of the Illinois Farmer, 
died at his home at Glencoe, III, 
Christmas morning, after an illness 
of several months. 

Mr. Haubold was one of the best 
know advertising men in the middle 
west. He began his career with the 
Phelps Publishing Company—Orange 
Judd Company group of publications 
about 1903, later becoming manager 
of the Chicago advertising office of 
the combined companies. 

About 1917, he became owner and 
publisher of Orange Judd Farmer. 
The name was later changed to the 
Illinois Farmer, which was sold 
about a year ago to Prairie Farmer, 
and merged with that publication. 


Shortly after disposing of this 
property, Mr. Haubold associated 
himself with The Farm Journal, 
Philadelphia, as a member of its 
Chicago staff. 


Aubrey Cossar Dead 


Louisville, Ky., Dec. 28.—The ge- 
nial Aubrey Cossar, who left the ad- 
vertising field to become postmaster 
of Louisville, died Christmas Day 
after suffering from pneumonia only 
24 hours. 

Just a month to the day, Mr. Cos- 
sar lost his wife, Mrs. Maude Wood- 
son Cossar, brilliant newspaper 
woman. 

Mr. Cossar, who was 50 years old, 
operated his own agency in Louis- 
ville after the war, later changing 
the name to Cossar & Davis. Be- 
fore the war he was advertising 
manager of the Stewart Dry Goods 


0. 

In 1925 he was elected sheriff of 
Jefferson County and in April, 1930, 
was appointed postmaster. 


‘“Steel’’ Keeps 
in Step With 
Faster Tempo 


Chicago, Dec. 28.—Pressure on the 
time of business men, due to the 
automobile, radio, golf, moving pic- 
tures and many other modern activi- 
ties, has made it necessary to revamp 
the editorial service and physical 
make-up of the business publication 
which serves him, said Earl L. 
Shaner, editor of Steel, who ad- 
dressed the Chicago Business Papers 
Association today. 


Mr. Shaner, who discussed “Recent 
Changes in the Reading Habits of 
the Business Paper Subscriber,” told 
how Steel has changed the arrange- 
ment and emphasis given to various 
sections of its service, so that it now 
features news and business trends, 
and summarizes its content for the 
benefit of the busy reader. 

While all of the technical and gen- 
eral information presented heretofore 
is still given, its position in the pub- 
lication has been changed. A flat 
make-up puts most of the advertising 
opposite text. 

Each step in the program of 
change and improvement was 
checked with readers in advance, and 
was properly explained to them, so 
that the changes were promptly 
accepted. Even the change of name 
from Iron Trade Review to Steel was 
accomplished without difficulty, al- 
though the old name had been in 
use for 48 years. 


Invite Prince of Wales 


The Advertising Club of Los An- 
geles has added its invitation to that 
of the Advertising Federation of 
America to the Prince of Wales to 
visit Los Angeles and attend the 
Olympic Games in 1932. 


Heads Studebaker Sales 


Paul G. Hoffman has been elected 
president of Studebaker Sales Corp., 
Studebaker marketing organization. 
He has been succeeded as vice-presi- 


dent by Roy E. Faulkner. 
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English Press 


Bars Foreign 
Travel Copy 


Washington, D. C., Dec. 31.—The 
London Morning Post and London 
Times are adhering to their recently 
adopted policy of excluding foreign 
hotel and travel advertising from 
their columns, the Department of 
Commerce has been informed. 

This policy was established as a 
part of the “Buy British Goods” 
campaign launched in England. The 
Post explained in these words: 

“The Morning Post has decided 
that until further notice it will re- 
frain from publishing display adver- 
tisements of foreign hotels and re- 
sorts. 

“In making this decision we feel 
that we shall be serving the wishes 
of our readers, many of whom in 
normal times spend part of their 
holidays at Continental winter re- 
sorts. We also feel that it would 
be improper at this juncture to ac- 
cept advertisements of this nature, 
as the appeal to our readers would 
fall on deaf ears. 

“‘We hope, therefore, that our read- 
ers will set the example of wintering 
in British resorts or spend their holi- 
days in British cruising steamships, 
and thus help in rectifying the ad- 
verse trade balance and in reducing 
unemployment.” 


Grigsby New Owner of 
Columbia Phonograph 


Acquisition of Columbia Phono- 
graph Co., New York, by Grigsby- 
Grunow Co., Chicago radio and re- 
frigerator manufacturers, was made 
by purchasing 78,000 shares of Co- 
lumbia_ stock. 


Kelvinator Promotes 


William S. Race, assistant adver- 
tising manager of Kelvinator Sales 
Corp., Detroit, has been made North- 
ern California district manager. 
Hayden N. Hill will succeed Mr. 
Race and O. A. Norman will take 
Mr. Hill’s place as director of out- 
door advertising. 


Greene Handles Bakeries 


American Bakeries Co., with plants 
in southern cities, has appointed 
James A. Greene, Atlanta, Ga., to 
handle its advertising. Newspapers 
and outdoor will be used. 


Maison Directs Campaign 

Commercial Solvents Corp., Terre 
Haute and Peoria, chemical maprn- 
facturers, has started a campaign in 
trade journals. L. C. Maison & Co., 
Chicago, are in charge. 


Turner Halsey Moves 


Turner Halsey Co., New York ad- 
vertiser, has moved to Merchants’ 
Square Bldg., 40 Worth St. 


G. E. Promotes Corliss 


Francis M. Corliss has _ been 
placed in charge of sales of ice 
cream cabinets for General Electric 


Co., Cleveland. 


REVOLUTIONARY 
TRENDS SEEN BY 
TRADE EDITORS 


Business Cautious, But Not 
Without Faith 


New York, Dec. 31.—“Business in 
1932 will proceed with caution, but 
not without faith,” according to 135 
editors of business papers, a sum- 
mary of whose opinions has been re- 
leased by the National Conference of 
Business Paper Editors. 


“Potentially important trends 
noted by these editors,” said this 
ninth semi-annual business survey, 
“include new products in practically 
all fields, spontaneous efforts to cor- 
rect reckless price-cutting, co-opera- 
tive educational campaigns by trade 
associations, further attempts. to 
lower production costs, added efforts 
for intelligent balancing of produc- 
tion and demand, and extension of 
hand-to-mouth buying from the mer- 
chandising fields to general indus- 
try.” 

The editors warned that business 
has gone too far in attempts to meet 
conditions by debasing products and 
ruthless price-cutting and must get 
back to the basis of getting a fair 
price for a worthy product or serv- 
ice. In no other way, they believe, 
ean prosperity be restored. 

A shortage of medium-priced 
houses on the Pacific Coast is seen 
as a stimulating factor. In the pe- 
troleum industry, 1931 consumption 
was the largest in history. 

Department stores are swinging 
away from sub-standard goods made 
to sell at low prices. Methods of 
electric refrigerator manufacturers 
and dealers are being scanned with 
a view to adoption by other indus- 
tries. 


Refrigeration in Trucks 


Paul I. Aldrich, The National Pro- 
visioner, Chicago, reported the wide 
use of refrigerated trucks for deliv- 
ery of meat products as the out- 
standing development in that field. 

The steel industry is cutting costs 
by introducing amazing new meth- 
ods, Earl L. Shaner, editor of Steel, 
Cleveland, reported. New applica- 
tions for steel are being uncovered. 
Among these are steel for residences, 
“battledeck” floors for buildings and 
bridges, guards for highways, curbs 
for streets and rolled steel for welded 
machine parts. 

The last, involving the welding of 
steel for machinery bases, frames, 
etc., in commercial “welderies,” will 
become a new industry comparable 
in importance to the foundry and 
forge shop industries, Mr. Shaner 
believes. 

“The company-owned tire store 
made marked advance during the 
year,” Ralph Busbey, editor of India 
Rubber & Tire Review, Akron, O., 
reported. 

“Competition with mail-order 
houses selling tires was bitter, cata- 
log houses leading the Dec. 1 price 
reduction which the industry could 
ill afford. However, the year saw 
progress in regularizing merchandis- 
ing policies by standardizing prices, 
eliminating special discounts, etc. 

“Replacement tire sales in 1932 
should gain 4,000,000 units.” 

Sidney D. Kirkpatrick, editor of 
Chemical & Metallurgical Engineer- 
ing, New York, predicted a bumper 
crop of tempting new products in 
1932. John M. Carmody, editor of 
Factory and Industrial Management, 
New York, predicted aluminum will 
invade fields hitherto monopolized by 
steel and iron. 


Changes in Manufacturing 


Douglas G. Woolf, editor of Teztile 
World, New York, reported revolu- 
tionary manufacturing methods, 
such as a machine for producing 
full-fashioned hosiery in one opera- 
tion; a process for manufacturing 
a non-woven floor covering with a 
pile surface like a Wilton carpet, 


ACE MOVES 


Reed G. Landis 
(Story on Page 1) 


and a new continuous process of 
making rayon. 

W. W. Dodge, The American Ma- 
chinist, New York, said 750 separate 
and distinct new machine tools and 
appliances were placed on the mar- 
ket in 1931. 

O. H. Caldwell, editor of Radio 
Retailing, New York, reported many 
improvements in that field. 

“New tubes are being invented,” 
he said. “New circuits are being 
invented and applied. New services 
are being put on to existing wire 
networks. New electrical principles 
are being applied to familiar uses. 
Ease of tuning is being improved 
and sound recording has been radi- 
cally altered on both discs and 
films.” 

The corset industry was free from 
depression in 1931, Louise Campe, 
editor of Corset and Underwear Re- 
view, New York, reported, following 
“more widespread acceptance of 
truly feminine lines by women.” 

Norman G. Shidle, directing editor 
of the Chilton Class Journal Co., 
Philadelphia, predicted more effec- 
tive merchandising of replacement 
parts by automotive manufacturers. 


Sponsors Backstage 


Studio Program 


A behind-the-scenes picture in the 
broadcasting studio will make up a 
program to be sent over WABC-Col- 
umbia network sponsored by Harold 
* Ritchie & Co., for Frostilla, Jan. 
The program, to be known as 
“Frostilla Broadcast Rehearsals,” 
will be given weekly. 


Allen to Marathon 


Tom Chris Allen, former account 
executive of Rogers-Gano Advertis- 
ing Agency, Tulsa, has become di- 
rector of advertising for Marathon 
= Co., subsidiary of the Ohio Oil 

0. 


Trucks Start Campaign 


Iowa Soap Co., Burlington, Ia., 
will use four sampling trucks each 
carrying six men to cover six states 
in an advertising and distribution 
campaign, 


Appoint Hazard 
Givaudan-Delawanna, Inc., New 
York, manufacturers of aromatic 
products, has retained Hazard Ad- 
vertising Corp., New York, to direct 
its advertising. 


C. B. S. Adds WMBD 


Station WMBD, Peoria, is the lat- 
est outlet to be added to the Colum- 
bia Broadcasting System, which now 
has a total of 90 stations. 


Dean Sanborn Passes 


Dean N. Sanborn, editor of Ha- 
vana (Cuba) Post, and Chicago 
Tribune correspondent, died Dec. 26 
at Havana. 


On Air Five Years 


Maxwell House Coffee will cele- 
brate its fifth year on the air Jan. 
7 over the NBC-WJZ network. 


Halbard Quits Elgin 
DeForest Hulburd has resigned as 


president of Elgin National Watch 
Co., Elgin, Il. 


Janu 


Ty age) Bi age igi ee ey co es Sas se eRe rc 5 Seionds gp a yt) Se ee coke Cea aWeEm foes GE oo cae pee oe ta? ge LS See ee Aon ae ce 
ye ae odes roe Pye ee ae! hag. ese i ae y SS OS et aad es MR a x af Pe a eee 2 ig Se a ys "ale Ae eae Bas Sy 
= ee a Te: : . s ECS ag ; a RE 5 a ES “3 : Sgn Feast a es wet : ie pe ei oe eee A eo ee ge oe oe oe Erte BS Fie eee ee 
ee 2 i se = 

we ee _ 

a | ares | | | | 
a ; i es z | 
aes es | | ee De 

_— o.: of a 
| ee on , % | 
| ~ 7 j en i terp! 
| othe 
— 3 — oo | wa 
a i. Mac! 
a ae : in a 
| “a a ay any 4 a | Bz 
| bees -_ expe 
| tas. fees i 
Pei 8 ee of e 
Yee ——: . M 
| Be * Sige ' A ae t erag 
| oo i the 
and 
i opin 
- ee] U 
—— | pap 
° men 
adv 
| ae +, 
it wv 
in § 
| han 
namaatiies It ¥ 
| indi 
and 
M 
| sper 
; “o 
tair 
was 
t bre 
| bill 
is 
of 
wol 
diss 
| of 
ihiemnniiniaitie for 
-— } ae 
- 8 » | 
j 
na 2 —_—_—_—_ 
a H 
| | 
i ie 
ae 
po | | —_e 
ee 7 a — | 
| 
P| — | | sete pe | : 
es —E——— | Po 
_ — — a : 


ee 


January 2, 1932 


ADVERTISING AGE 


MACMANUS ASKS - 


FOR BOARD OF 
UNITED EDITORS 


Detroit, Mich., Dec. 31.—Creation 
of a Board of United Editors to in- 
terpret the news for newspapers and 
other publications was recommended 
by Theodore F. MacManus, head of 
MacManus, Inc., advertising agency, 
in a letter to leading publishers. 


Back of this board would be “the 
experience and ability of the sound- 
est men in the nation in every field 
of effort.” 


Mr. MacManus argues that the av- 
erage citizen has no way to judge 
the merits of any proposal today, 
and that his plan would give every 
reader actual facts on which to base 
opinions. 


Under the new conditions, “news- 
papers need not agree because agree- 
ment could be brought about by dis- 
cussion and investigation,” said the 
advertising agent. 


“As I see the machinery at work, 
it would find its simplest expression 
in similarity of news and editorial 
handling of definite vital projects. 
It would not cripple the pen of the 
individual editor—it would inform 
and convince him.” 

Mr. MacManus submitted some 
specimen issues: 

“Was the desperate effort to main- 
tain wages a mistake and must 
wages come down still further?” 

“Will it profit us to impose back- 
breaking taxes if the three to four 
billion dollar governmental budget 
is to continue?” 

“Is colossal expenditure on public 
works a thing to be encouraged or 
discouraged?” 

“Are we entering upon a period 
of inflation and is it good or bad 
for us?” 


URGES NEW PLAN 


Theodore F. MacManus 


Organize New Agency 
and Plan Magazine 


Interstate Advertising Service, 
Inc., has been formed at Macon, Mo., 
with Marvin Jackson, president; 
Raymond Terrell, vice-president; 
Franklin Hall, secretary, and Orville 
Hall, treasurer. 

The agency also plans to publish 
a national selling magazine. 


Opens Sales Campaign 

The Chevrolet Motor Co., Detroit, 
has started a two-months’ series of 
sales meetings to be attended by 
50,000 salesmen, dealers, and officials. 


Briggs Appoints Agency 

Briggs Mfg. Co., Detroit, has ap- 
pointed Advertisers, Inc., Detroit, to 
handle its advertising. 


Start Student Paper 


The National Student Federation 
of the U. S. has started The World 
Student Mirror as a monthly from 
218 Madison Avenue, New York. 


Germany Now 
Leads Britain 
in Exporting 


New York, Dec. 31.—Shrinkage of 
United States exports in 1931 was 
about 20 per cent from 1930, O. K. 
Davis, secretary of the National For- 
eign Trade Council, reported. The 
loss was mainly in Latin America 
and to a lesser degree, Europe. 

“Our exports to Asia have main- 
tained their level with remarkable 
persistency during 1931,” Mr. Davis 
said. “For the first ten months they 
registered a loss of only 5 per cent, 
with due allowance for the fall in 
prices. 

“Sales to Japan, China and India 
are larger than last year by 6 per 
cent, gains being chiefly in raw cot- 
ton, tobacco, wheat, lumber and fuel 
oil, and in such manufactured prod- 
ucts as sound films, factory sewing 
machines, flour and gasoline.” 

The notable event in foreign trade 
abroad, he said, was Germany’s usur- 
pation of England’s position as sec- 
ond largest exporting nation of the 
world. Germany’s favorable balance 
of trade for the first ten months was 
$612,000,000, this position being at- 
tained by cutting volume of pur- 
chases abroad by 30 per cent. 

Exports of manufactured products 
for the first nine months of 1931 
for the three leading nations: United 
States, $1,349,000,000; Germany, 
$1,309,000,000; Great Britain, $1,184,- 
000,000. 

Mr. Davis believes the United 
States must recognize the possibility 
of an imperial preference arrange- 
ment between Britain and her do- 
minions. 


Publish “Steam 


Plant Engineering” 


Steam Plant Engineering has 
started publication at 10 East 39th 
St., New York, as a monthly. 

Carl Stripe is president of the new 
company. 


Agency Reorganizes 
Littlehale, Burnham, Rossiter, 
Inc., New York agency, has reor- 
ganized as the Littlehale Co., 444 
Madison Avenue. Paul B. Littlehale 
is president; Jesse P. Hampton and 
Dr. William M. Marston, vice-presi- 
dents; H. L. Hicks, secretary, and 
C. Daly King, treasurer. 

Ralph J. Rossiter, secretary of the 
old agency, has become a vice-presi- 
dent of H. W. Kastor & Sons, New 
York. 


Absorb Dixie Network 


The Dixie network of the Colum- 
bia Broadcasting System will go on 
the national hook-up Jan. 3. The 
first program will be relayed to 
Charlotte, N. C., from New York. 
Sectional programs will be contin- 
ued, however. 


Nuackols Promoted 


After six years with the Louisville 
(Ky.) Herald-Post, J. Cecil Nuckols 
has become advertising manager. 
The paper, which recently dropped 
its Sunday edition, has started a 
late Saturday special, selling at five 
cents. 


Bacon Opens Bureau 


R. H. Bacon, former advertising 
manager of Fairbanks, Morse & Co., 
Chicago, has opened an industrial 
news and publicity bureau at 201 
N. Wells St., Chicago. 


Renews Cigarette Copy 


Tennessee newspapers will receive 
copy from American Tobacco Co., 
Jan. 5, following a change in the 
attitude of the State Commissioner 
of Revenue on placing tax stamps on 
cellophane wrapped cigarettes. 


Bott Opens N. Y. Office 

Bott Advertising Agency, Little 
Rock, Ark., has opened a New York 
office at 122 E. 42nd St., with Edwin 
M. Phillips in charge. 


Three Leave Pabst 


Walter E. Greenlee, advertising 
manager, Thomas Shackford and 


Joseph E. Magnus have resigned 
from Pabst Corp., Milwaukee. 


“IN THE NAME 
OF THE PEOPLE” 


Washington, D. C., Dec. 31—An 
American soap manufacturer is find- 
ing that statements which may pass 
muster in the cradle of “truth in ad- 
vertising,” backfire in Germany, ac- 
cording to the Department of Com- 
merce. 

The Association of German Toilet 
Soap and Perfumery Manufacturers 
objected to statements contained in 
the copy and brought action against 
the advertiser, alleging unfair com- 
petition, based on challenging state- 
ments made by individuals purport- 
ing to be unbiased experts. 

The case was first tried before the 
civil court in Berlin, with damages 
totaling 500,000 marks claimed. The 
court enjoined the soap company 
against repetition of such assertions 
and the case was appealed. The court 
of appeals upheld the decision of the 
‘lower court and made further limi- 
tations upon what the company 
might state in its advertisements. 

The soap company was forced to 
bear the costs of the proceedings 
and to publish the court’s decision 
at its expense in 19 different news- 
papers and magazines in the same 
space occupied by the original ad- 
vertisements, under the heading, “In 
the Name of the People.” 


To Stage Exhibit 


Manufacturers and retailers of 
Burlington, Ia., will present a prod- 
ucts parade and exhibit Jan. 6. Man- 
ufacturers will use store windows 
and merchants will feature the prod- 
ucts. 


Buhrke Appoints Towell 


Arthur Towell, Inc., Madison, Wis., 
has been appointed by R. J. Buhrke 
Co., Chicago, golf clubs and bags. 
Trade papers, direct mail, and gen- 


eral magazines will be used. 


BALLYHOO 


does 


3 JOBS for you! 


1. It provides you the maximum in reminder value! 


BALLYHOO advertising is more thoroughly read than any 
other advertising in existence. Every reader reads your adver- 
tisement because every page pays its freight in fun. There is 


no disturbing jump from editorial matter to advertising, and 
your product shares in the good will which BALLYHOO 
earns by*providing a moment of release. 


2. It brings you word-of-mouth advertising! _ 


Your ad in BALLYHOO is talked about—because it pro- 
vides a pleasant break in the grim, monotonous seriousness of 
ee selling methods—because it is unusual advertising — 


HOO itself 


ecause it entertains in the BALLYHOO manner—because 


is the talk of the nation. 


it makes interesting conversation—because it arouses contro- 
versy about whether it's paid for or not—because BALLY- 


3. It’s a new way to merchandise your campaign! 


Many who do not read your serious advertisements are 
spurred to do so in order to understand the point of the bur- 
lesques in BALLYHOO. This increases the number of 


Accomplishment of any one of these functions 
justifies BALLYHOO'S place on your list . . . 


8 


(Ask us to tell you more.) 


readers for your entire advertising campaign...and peps up 
your whole sales force by preparing for them that priceless 
aid to salesmanship—a good humored audience. 


Realization of all three will make it one of the 
most valuable elements in your selling plans. 
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1932 and 1922 


Ten years ago the United States 
stood in much the same position as 
it stands today. A year of poor busi- 
ness had been experienced and 1922 
Was approached with some doubt, 
but with evidences of determination 
to make the most of its opportuni- 
ties. One of the most popular slo- 
gans of the time was, “1922 Will Re- 
ward Fighters.” Before the end of 
the year business was back in nor- 
mal stride. 

The present depression, it must be 
admitted, has lasted much longer 
than that which was followed by the 
relatively good business of 1922. 
World troubles are more pronounced, 
so that it is difficult to make up 
abroad for sales losses at home. The 
financial system, including the banks 
and the security markets, has been 
severely shaken. Yet the bottom 
seems to have been reached, so that, 
as happened ten years ago, we are 
now in a position to make a definite 
come-back. 

In 1922, as at present, the demand 
of advertisers was for increased 
value from the mediums which they 
employed. They were not satisfied to 
continue operations on the same 
basis as in the previous period of 
prosperity. But they were deter- 
mined to get more value from their 
advertising, and to make it more 
productive of sales. That they suc- 
ceeded in large measure is indicated 
by the resuits which were in evidence 
before the twelvemonth was con- 
cluded. 

The current demands of advertis- 
ers for greater values are likely to 
have similar results. They will cer- 
tainly have that effect if they extend 


not only to the cost of space and 
other services which they require, 
but to the advertising ideas and mer- 
chandising brains which are put into 
1932 campaigns. After all, no mat- 
ter what the use of the medium in- 
volves, it’s how it is used that will 
determine the cost in the end. 


The ability of American advertis- 
ers to make a come-back in 1932 
must depend more on courage than 
any other single factor. If morale 
has been destroyed, and if the policy 
adopted is one of waiting for busi- 
ness in general to come back, the 
results in individual cases are likely 
to be disappointing. As Nation’s 
Business points out, that is one of 
the major fallacies. Business results 
will depend in most part on the 
efforts of the individual. 


An advertising policy in 1932 will 
bespeak confidence and courage: con- 
fidence in the desirability and value 
of the advertised product, in the 
ability of the public to buy what it 
really wants, in the essential stabil- 
ity of the country and its people; 
courage to make the effort necessary 
to get business, to fight the drift 
toward mediocrity in methods and 
results, to capitalize opportunity. 


Advertising is not in a position to 
work miracles in 1932, any more 
than it was in 1922. But just as ad- 
vertisers learned ten years ago that 
the march back to prosperity and 
normal business conditions could be 
accelerated immensely by proper use 
of advertising, those who have the 
courage and the intelligence to use it 
effectively in 1932 will be able to re- 
cord the same experience. 


Fighting Provincialism 


The tendency of those interested 
in buy-at-home movements to support 
their ideas with legislation making 
it necessary to discriminate against 
products made outside the state and 
in favor of those made locally has 
attained such proportions as to 
arouse many manufacturers to the 
dangers involved in the growth of 
the movement. 

The prosperity of the country de- 
pends largely upon the ability of 
merchants and manufacturers. to 
trade freely throughout its borders, 
without check or hindrance from ar- 
tificial barriers erected by tariffs and 
imposts. The United States has been 
one market, and any company with 
a good product and the ability to 
merchandise it has been able to build 
up a national business. Advertising 
has been employed successfully be- 
cause of the relative simplicity of 
transporting and distributing the 
advertised article to all parts of the 
land. 

Some communities, disregarding 
the mutuality of the business rela- 
tions which exist today and which 
depend upon buying as well as sell- 
ing, are trying to eat their cake and 
have it, too. Legislation is being 
put into effect which requires the 
purchase for state institutions of 


goods made within the state, thus 
automatically cutting off from other 
companies the natural outlets which 
they would have there. It is a nar- 
row and provincial point of view, the 
logical development of which would 
be to make the United States a group 
of isolated markets, each one as com- 
pletely self-contained as artificial re- 
strictions upon interstate commerce 
would effect. 

Few communities can consume all 
of their own products. They must 
necessarily look abroad for the addi- 
tional purchasing power which will 
keep their industries’ wheels turn- 
ing, employment steady and markets 
capable of expansion. If they re- 
strict the purchases of their institu- 
tions, impose discriminatory taxes 
upon products from other states, or 
otherwise seek to place an embargo 
upon all except home-made goods, 
they are tending to close their own 
markets through the application of 
similar discriminations against them 
in other states. The whole system is 
illogical and unreasonable. 

Advertising men are directly con- 
cerned with this situation. Adver- 
tising, conceived as a national mar- 
keting activity, depends for its 
power upon keeping open the na- 
tional channels of trade. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVEPTISING 
AGE: 


263. The Farm Market. 


In a series of cartograms, The 
Farm Journal, Philadelphia, gives 
some of the high spots of the farm 
market, including income by states 
in 1930, value of farm implements 
and machinery by states, and value 
of farm buildings. 


303. Dealer-ized Advertising. 


George H. Read, of Johnson, Read 
& Co., Chicago, coined a new word to 
describe how products advertised in 
the Christian Science Monitor are 
featured in the Monitor advertising 
of local dealers. A booklet issued 
by the publication tells just how 
“dealer-ized” advertising works, with 
specific examples. 


274. Where Should You Sélt? 


In this 12-page brochure, the mar- 
keting division of the International 
Magazine Company, New York, has 
made a contribution to the discus- 
sion of selective selling with its ex- 
planation of the Trading Area Sys- 
tem of Sales Control. In addition to 
this booklet, the publishers offer 
maps by which the principle can be 
applied. 


310. A feather that cannot be taken 
out of Life’s cap! 


Life has issued a four-page folder 
to correct some figures issued by 
another publication in a comparison 
of rates. Its rate per page per thou- 
sand is $5.94, instead of a higher 
rate reported. Its four-color rate is 
below, instead of above $10 per page 
per thousand. 


332. The Collegiate Salesman. 


The Collegiate Special Advertising 
Agency has issued this up-to-the- 
minute list of college papers, indi- 
cating the name of each, where pub- 
lished, the enrollment at each insti- 
tution, and frequency of issue. The 
list includes 735 college newspapers, 
101 humorous college papers, 37 col- 
lege dailies, and suggested combina- 
tion groups. 


239. To Serve You. 


A profusely illustrated booklet de- 
scribing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


326. The American Economic Revo- 
lution. (Volume II.) 


This is a reprint between hard 
covers of a series of advertisements 
published by True Story Magazine 
in important newspapers during the 
first half of 1931. Unlike much copy 
written during that period they still 
sound reasonable, so the author may 
be forgiven for doing some dignified 
crowing in the preface. 


This says in part: 


“It is with more than usual satis- 
faction that we present this book for 
your review. These pages were writ- 
ten during the first half of 1931. 
They dealt in large measure with the 
things that were going to happen. 
... This preface is being written in 
the latter part of 1931, when much 
of these prognostications have had 
time to be controverted or veri- 
a ae 

“We told you there would be no 
upset by the wageearner this year. 
It is a satisfaction now to note there 
have been no major strikes or lock- 
outs this year. 

“Again, we wrote that the wage- 
earner would be the backbone of 
America’s spending to the best of 
his capacity, and that he realized in- 
telligently that his spending would 


LET'S HOPE HE DELIVERED LOTS OF SMOKE FOR 


THE STACK 


—Judge. 


Voice of the Advertiser 


Another Postscript 
on Washington Shrine 

To the Editor: I noticed in your 
paper a statement, “Publicity Lodge 
buys Washington Shrine.” 

While it is true that Herman Hal- 
stead and his associates were con- 
sidering the possibility of preserving 
this historic building to posterity 
through the aid of their Masonic 
friends, it is not true that they ac- 
tually purchased the building. 

Believing you would like to be ac- 
quainted with the facts and give 
them the same space as your pre- 
vious statement, I am attaching a 
copy of my release to the Associated 
Press, United Press and other news 
agencies. 

You will note that Mr. Charles H. 
Johnson, Grand Master of Masons, 
made a 10 per cent payment on the 
property and hopes through popular 
subscription to raise the balance of 
$30,000. 

H. S. ASHMUN, 
Ashlee Pub. Co., New York. 


a. Fe. 


Now Look What 


We’ve Done 


To the Editor: Acting on the sug- 
gestion given in an editorial in your 


isfaction to realize that this proph- 
ecy has been fulfilled and that even 
the greatest of the automobile com- 
panies have been almost entirely de- 
pendent for profits upon their low- 
priced cars. 

“Again we can tell you that the 
wage-earner is still with you on any 
logical program you may elect to 
follow, and he will continue his 
spending to the limit of his capacity, 
that our full return to prosperity 
may be accomplished as quickly as 
possible.” 


301. Measuring Farm Coverage. 


This is one of a series of promo 
tion pieces issued by The Farm 
Journal. It urges R. F. D. as the 
basis for selecting farm mediums on 
the ground that when advertisers 
use farm papers it is because their 
products are purchased exclusively 
or largely by farmers, or because 


they already have heavier coverage 


be the major means by which we|of city than of country families and 
could carry on. So again it is a sat- desire to balance their advertising. 


publication, we have arranged to 
have John Clyde Oswald, man- 
aging director of the New York 
Employing Printers Association, 
Inc., talk to a meeting of The 
Post to be held January 18, at 
12:30 p. m., at the Army and Navy 
Club, 30 West 44th St., New York 
City. The speaker will talk on Ben- 
jamin Franklin. 


Scorry HEARN, 
Adjutant, Advertising Men’s Post 
No. 209, American Legion, Brooklyn. 


7, Vy 


Et Tu, Brute! 


To the Editor: “House Organ 
Appears Without Indentification.” 
So did ours. 
Frank F. Kissy, 
Sales Mer., Recorder Printing & 
Pub. Co., San Francisco. 


vvegy¥ 


Testimonial 


To the Editor: I am sure you 
must know how sincerely I appre- 
ciate your treating me a la famed 
prima donna. 

I have heard from it from all parts 
of the country, so I can write a swell 
testimonial on the power of your 
page. 

Howarp A. JONES, 

Ruthrauff & Ryan, Inc., Chicago. 


- a 


Good Product Can Be 
Introduced Any Time 


To the Editor: A new series of a 
different type and in color is being 
made up for Condossis cigarettes to 
appear in full pages in leading class 
publications. These advertisements 
will be just as striking as the epi- 
sode series. 

Sales of Condossis cigarettes are 
constantly increasing. Apparently a 
large number of smokers have recog- 
nized in the three new master blends 
of A. D. Condossis certain superiori- 
ties not to be found in ordinary 
cigarettes. 

The type of dealers pushing Con- 
dossis cigarettes is the finest in the 
country. In addition, they are be- 
ing sold by the smartest hotels and 
clubs. 

L. W. GIELLERUP, 
Vice-Pres., Mark O’Dea & Co., New 
York. 
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ADVERTISING AGE 


1931 Turbulent Period for Advertising Men 


HIGH LIGHTS OF 
YEAR SHOWN BY 
ANNUAL REVIEW 


Advertising Age Presents 
Second Summary 


Chicago, Dec. 31.—Encouraged by 
the enthusiastic reception accorded 
its first effort, ADVERTISING AGE pre- 
sents its Second Annual Review in 
the following columns. 

From a mass of available material, 
it has endeavored to select significant 
developments which it pictured in 
news at the moment and which seem 
to have retained their importance 
in the light of later events. 

Leading personal changes are also 
given. Some which deserved a place 
in this record were omitted because 
of lack of space. To those thus 
slighted, ADVERTISING AGE apologizes. 


Agencies, Account 
Changes 


Jan. 8. Paul C. Smith resigns as 
vice-president of Wales Advertising 
Co., New York, to join O. S. Tyson 
& Co. 


Jan. 15. Frederick Dickinson fol- 
lows Frank W. Harwood to Lennen 
& Mitchell, New York, both becom- 
ing vice-presidents. 


Jan. 15. Robert H. Rankin, son of 
William H., joins Chicago office of 
Wm. H. Rankin Co. 


Feb. 5. McLain-Simpers Organiza- 
tion, Philadelphia, splits up, becom- 
ing McLain Organization and Sim- 
pers Co. 

Feb. 5. Edward H. Weiss becomes 
vice-president of Critchfield & Co., 
Chicago. 

Feb. 7. Foreign Advertising and 
Service Bureau, New York, celebrates 
50th anniversary. 

Feb. 10. Kenyon & Eckhardt, New 
York, to have representatives tell 
story to groups within agency in- 
stead of space buyer only. 

Feb. 12. Huber Hoge joins Hanff- 
Metzger, Inc., New York, as vice- 
president. 

Feb. 16. Camel cigarette account 
goes to Erwin, Wasey & Co. 

Feb. 18. Guy H. Richards, Mc- 
Inc., named chair- 
man of Four A’s committee on screen 
advertising. 

Feb. 18. Klau-Van Pietersom- 
Younggreen, Inc., purchases stock of 
Cc. C. Younggreen and changes name 
to Klau-Van Pietersom-Dunlap Asso- 
ciates. ‘ 

Feb. 18. Mark O’Dea leaves Lord 
& Thomas and Logan to form agency 
in New York. 

Feb. 18. After five years as vice- 
president of Ketchum, MacLeod & 
Grove, Pittsburgh, Ernest T. Giles 
becomes general manager of National 
Fireproofing Co. 

Feb. 18. Hyland L. Hodgson pro- 
moted to vice-president by N. W. 
Ayer & Son. 

Feb. 24. Erwin, Wasey & Co. 
claim fastest media selection job in 
history on Camel cigarette contest 
copy. 

Feb. 26. Erwin, Wasey & Co., Chi- 
cago, get Real Silk Hosiery Mills 
account, effective July 1. 

March 10. Six-cornered affiliation 
announced by Louis H. Frohman, 
New York; David, Inc., St. Paul; 
Gottschaldt-Humphrey, Atlanta, and 
others. 

March 10. John A. Drake pro- 
moted to vice-president by Campbell- 
Ewald Co., Detroit. 

March 18. Adam F. Smith, R. C. 
Smith & Son, Toronto, elected presi- 
dent of Canadian Assn. of Advertis- 
ing Agencies. 

March 23. Frank Presbrey Co., 
New York, absorbs Joseph E. Han- 
son Advertising Agency, Newark. 

March 25. Robert B. McLean, for- 


mer publisher of Brooklyn Daily 
Eagle, becomes vice-president of 
World Wide Advertising Corp., New 
York. 

April 1. Adolph O. Goodwin be- 
comes vice-president of William H. 
Rankin Co., Chicago. 

April 1. Eugene McGuckin Co., 
Philadelphia, suspends. 

April 1. John H. Dunham re- 
elected chairman of Western Council, 
Four A’s. Growth of combination 
newspaper rates viewed with alarm. 

April 6. Fred H. Ward leaves 
Jewel Tea Co. to become general 

April 30. Cornelius Vanderbilt, 


Jr., is new vice-president of Lyman 
Irish & Co., New York. 

May 1. American Assn. of Ad- 
vertising Agencies, meeting at Wash- 
ington, votes to sponsor advertising 
exhibit for 1933 Century of Progress. 
M. L. Wilson, Blackman Co., New 
York, is new vice-president of Four 
A’s. 

May 26. Account of Cooper’s, Inc., 
Kenosha, Wis., goes to Needham, 
Louis & Brorby, Chicago. 

June 1. James M. Cecil, Cecil, 
Warwick & Cecil, elected chairman 
Eastern Council, Four A’s. 

June 2. Guy Richards quits as 


vice-president of McCann-Erickson, 
Inc., New York. 

June 2. Klau-Van Pietersom-Dun- 
lap Associates, Milwaukee, celebrate 
25th anniversary. ; 

June 10. P. W. Murphy resigns 
as secretary-treasurer of Fuller & 
Smith & Ross, Clevelana. 

June 20. Erwin, Wasey & Co. ap- 
point sectional agencies to prepare 
local copy for Philco radio. 

June 25. Procter & Gamble Co. ap- 
manager of J. R. Hamilton Adver- 
tising Agency, Chicago. 

April 12. Batten, Barton, Durstine 


& Osborn get account of Hart, Schaff- 
ner & Marx, Chicago. 

April 22. Six agencies in U. 8. 
have surplus of $1,000,000 or more, 
Edwin S. Friendly tells A. N. P. A. 

June 25. A. E. McEachren is new 
newspaper space buyer for Henri, 
Hurst & McDonald, Chicago. 

June 25. F. E. Cuddihy succeeds 
Paul V. Troup as media manager of 
Lord & Thomas and Logan, Chicago. 

July 1. Blackett-Sample-Hummert, 
Inc., Chicago, absorb Crowell, Crane 
& Williams Co., getting Parker Pen 
account, among others. 

July 1. R. F. Walker Advertising 
Agency bought by Aubrey & Moore, 
Chicago, as Mr. Walker becomes 
vice-president Jewel Tea Co. 


and launched. 


The tallest building ever built by 
men was completed. The largest 
bridges in the world were constructed. 
The greatest dirigible was completed 


In Boston, construc- 


tion of the new $4,000,000 Christian 
Science Publishing House was begun. 
The Hoover Dam on the Colorado 
River was started. Hundred-mile-an- 
hour rail equipment opened new prom- 
ises in transportation. 


The United States moved vigorously 
toward solution of economic problems. 
A billion dollar credit pool was 
launched; huge financial machinery 
was outlined to aid home ownership; 
long-range planning of public works 
proceeded with new significance. 


In the field of international politics 
and economics there were great forward 
steps. The Spanish republic was estab- 

_ lished, with religious freedom and suf- 
frage for women. The moratorium on 
reparations started German financial 


The Whole Story of 1931 


Are YOU one of the people who believe the year 1931 brought 
nothing but economic and financial difficulties? Then you may 
be amazed to learn of the great things that were accomplished! 


rehabilitation. 


construction. 


* * 


The Christian Science Monitor 
gathered together these facts, and 
many more into a golden harvest and 
will publish them in a 32-page roto- 


gravure section with 
Thursday, January 7.* 


Here is a vivid, truthful picture of 
world progress during 19831. 
chants, manufacturers, bankers, en- 
gineers, teachers, statesmen, natural 
scientists, artists, EVERYONE in- 
terested in the progress of the world 
we live in, will enjoy seeing these 
proofs of the almost unbelievable 


achievements of men 


acute business depression. 


*The advertising space in this 32-page roto- 
gravure section was completely sold several 
weeks in advance of publication date. 


Order this paper from your newsdealer. 


THE CHRISTIAN SCIENCE MONITOR 


An International Daily Newspaper 


Published by The Christian Science Publishing Society, 107 Falmouth Street, Boston, Mass. 


Great Britain elected 
a National government, rising above 
party affiliations. Fifty nations signed 
a one-year truce curtailing armament 
A General Act for 
Pacific Settlement of Disputes was 
acceded to by 18 nations. 
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July 1. Elmer E. Bullis retired 
after 31 years with Lord & Thomas 
and Logan. 

July 2. Richard T. Pendergast, 
president of Nelson Chesman & Co., 
St. Louis, celebrates 50th anniver- 
sary with agency. 

July 6. Media and marketing de- 
partments merged by Lord & Thomas 
and Logan, Chicago. 

July 7. W. Frank McClure resigns 
as vice-president Albert Frank & Co., 
Chicago. 

July 7. Clients of Badger & 
Browning, Boston, tender dinner to 
principals. 

July 15. W. Frank McClure be- 
comes vice-president Carroll Dean 
Murphy, Inc., Chicago. 

July 22. Henri, Hurst & McDon- 
ald, Chicago, new agency for Society 
Brand clothing. 

July 22. Dorland International, 
New York, absorbs foreign depart- 
ment of George Harrison Phelps, 
Inc., Detroit. 

July 25. Geyer Co., Dayton, new 
agency for National Cash Register 
Co. 

July 25. Myers & Golden, New 
York, in bankruptcy petition. 

Aug. 5. Bruce Barton appointed 
a Colonel by Governor Sampson, 
Kentucky. 

Aug. 5. Frank Presbrey Co. new 
agency for Rubberset Co. 

Aug. 5. Congress Cigar Co., Phila- 
delphia, appoints Batten, Barton, 
Durstine & Osborn. 

Aug. 10. N. W. Ayer & Son get 
Kelly-Springfield tire account. 

Aug. 25. Chalmers L. Pancoast be- 
comes vice-president Charles C. 
Green Advertising Agency, New 
York. 

Sept. 1. Robert K. Leavitt resigns 
as secretary-treasurer of G. Lynn 
Sumner Co., New York. 


Sept. 4. Maxon, Inc., absorbs George 
Harrison Phelps, Inc. 
Sept. 4. Julius-Glidden-Chase & 


Hooker new Chicago agency. 
Sept. 4. Gardner Advertising Co. and 
Botsford-Constantine Co. affiliate. 


Sept. 10. Thomas E. Basham Com- 
assigns. 
Sept. 10. Earnest Elmo Calkins re- 
tires. 
Sept. 17. Critchfield & Co., Chicago, 


absorb Kling-Gibson Co. 

Sept. 18. Ralph V. Sollitt new presi- 
dent Lord & Thomas and Logan. 
Oct. 1. Conklin Mann, Inc., 

York, liquidates. 

Oct. 1. Millis Advertising Co. asks 
receiver for National Macaroni Manu- 
facturers Assn. 

Oct. 15. Charles S. Roberts named 
manager Albert Frank & Co., Chicago. 

Oct. 29. Porter-Eastman Co., Chi- 
cago, files petition in bankruptcy. 

Nov. 5. Pennzoil Co. appoints Hays 
MacFarland & Co., Chicago. 

Nov. 6. Louis Honig, Erwin, Wasey 
& Co., new chairman Pacific Association 
of Advertising Agencies. 

No. 20. Philco radio account to F. 
Wallis Armstrong Co. 

Dec. 4. Lynn Baker appointed Pa- 
cific Coast manager J. Walter Thomp- 
son Co. 

Dec. 23. Union Carbide Co., New 
York, demands agency commission. 


Deaths 


Jan. 6. Guy C. Brown, vice-president 
and secretary of the Campbell-Ewald 
Co., Detroit, dies on eve of New York 
Automobile Show. 

Jan. 10. Albert Stritmatter, 53, vice- 
president and treasurer of Starchroom 


New 


Turn to Competitive Copy in Fight for Sales 


Laundry Journal, Cincinnati, dies of 
pneumonia, 
Jan, 14. Frank H. Pierce, Sr., for 


18 years advertising manager of the 
Washington Post, dies at 66. 

_ Jan. 18. Charles L. Young, president 
Metropolitan Advertising Co., in New 
York. 

Jan. 19. Robert Anderson Holmes, 
vice-president Dobbs & Co., New York, 
and 1929 Harvard Award winner, at 
Pelham, N. Y. 

Jan. 23. Isaac E. Emerson, founder 
of the Emerson Drug Co., Bromo 
Seltzer, in Baltimore. 

Jan. 25. Tom Cusack, Detroit rep- 
resentative of Collier’s. 

Feb. 16. Walter W. Manning, pub- 
lisher of Woman’s World, Chicago, suc- 
cumbs to pneumonia in New York. 

Feb. 17. Frederick A. Sperry, 66, 
one of founders of Critchfield & Co., 
Chicago agency, pneumonia victim. 

Feb. 19. Alexander Luchars, 77, pub- 
lisher of Machinery, New York. 

Feb. 20. Frank T. Lauinger, pub- 
lisher of Oil € Gas Journal, Tulsa, Okla., 
following an operation in Baltimore. 

Feb. 23. Jack H. Welcome, advertis- 
ing manager of National and American 
Miller, Chicago. 

Feb. 25. Walter K. Towers, 42, for- 
mer advertising manager of Paige-De- 
troit Motor Co., in Detroit. 

March 9. Henry J. Bohn, founder of 
Hotel World, in Florida. 

March 16. Allen W. Clark, presi- 
dent American Paint Journal Co., St. 
Louis, and founder of Clean-Up and 
Paint-Up campaign, dies at 63. 

March 14. Cone, Rothenburg & Noee, 
newspaper representatives, lose their 
president, Edward 8S. Cone. 

March 28. Charles C. Hommann, Jr., 
44, president of Hommann, Tarcher & 
Sheldon, New York agency, in Colo- 
rado Springs, Colo., after long illness. 

March 31. John A. Sullivan, former 
sales manager of American Tobacco 
Co. and president of Bronx Home News 
Pub. Co., at Essex Falls, N. Y. 

March 31. Knute Rockne dies as 
plane crashes in Kansas corn field. 
Others killed are Spencer Goldthwaite, 
Carter Advertising Agency, New York; 
W. B. Miller, Aetna Insurance Co., 
Hartford, Conn.; John H. Happer, Wil- 
son Western Sporting Goods Co., Chi- 
cago. 

March 31. William H. Beatty, 45, 
vice-president, Newell-Emmett Co., ty- 
phoid fever victim. 

April 5. T. W. LeQuatte, 58, execu- 
tive vice-president of A. F. A., in Balti- 
more, following an operation. 

April 5. Nelson S Greensfelder, ad- 
vertising manager of Hercules Powder 
Co., and ex-president of N. I. A. A, 
succumbs to pneumonia. 

April 8. James H. Ford, 50, manager 
automotive advertising department, New 
York Herald Tribune, of pneumonia. 


April 23. Henry P. Josly, 47, copy- 
writer for Erwin, Wasey & Co., New 
York. 

April 28. Joseph F. Kelly, adver- 


tising manager, Cleveland Plain Dealer, 
stricken with paralysis in Atlantic City. 

May 10. Walter Ansell Strong, pub- 
lisher of Chicago Daily News and chair- 
man of board A. F. A. 

May 23. Millard F. Rigby, 33, gen- 
eral advertising manager Studebaker 
Corp. of America, South Bend, Inc., vic- 
tim of infection. 

June 1. Ralph T. Schultz, art direc- 
tor of Fuller & Smith & Ross, in Leonia, 
N. J 


June 2. Charles W. Corbett, 58, ad- 
vertising director of Needlecraft, New 
York, in Brookline, Mass. 

June 13. Granville Richardson, 50, 
vice-president Hotel Bulletin, Chicago, 
and Insurance Field, Louisville, dies on 
business trip. 

June 14. George L. Johnson, 60, out- 
door pioneer, in Tucson, Ariz. 

June 18. J. F. Jacobs, Sr., repre- 
senting Southern church weeklies, in 
Clinton, S. Car. 

June 20. Ralph H. Booth, founder 
of Booth chain of Michigan dailies, and 


Esprit de Lily 


_, Sensational Plant Novelty! 
Blooms in 3 Weeks 


Just Watch It Grow! 


$1.00 Postpaid anywhere 
in U.S. A. 


Enchanting, mysterious, surprising— 
Imported Lily-of-the-Valley Pips 
packed in peat, dipped in asphalt to 
keep moisture in, and wrapped in 
brightly colored tinfoil. Simply set the 
Pack on desk or table—later, what a 
surprise when the first leaf pops right 
up through the foil! Requires ne at- 
tention, no watering—just watch it 
grow into a beautiful blooming plant. 


Send $1.00 and we will mail this 
Surprise = 4 Pw | address in 
e U. 8. 


Catalog of Trees, 
(34 pages) 


F.W. BROW 


ROSE HILL, N. Y. 


your office desk, library, den or 
Cheer in the sick room. 


For 
living room, 


“(WE LANDSCAPE THE BETTER HOMES” 


NURSERIES 


COMES EAST 


Duane Jones, who has become 

vice-president of Maxon Inc., De- 

troit, after a long sojourn on the 
Pacific Coast *- 


United States minister to Denmark, dies 
in Austria, 

June 20. William E. Rudge, famous 
printer, in Mt. Vernon, N. Y. 

June 21. Humphrey O'Sullivan, 77, 
of rubber heel fame, at Lowell, Mass. 

July 7. John B. Walker, former pub- 
lisher of Cosmopolitan, in New York. 

July 7. George Eugene Sly, retired 
business paper publisher, in St. Charles, 
Mo. 

July 23. John Jay Curtis, 74, presi- 
dent of Bobbs-Merrill Co., Indianapolis 
book publishers. 

July 30. William L. McLean, 79, 
owner of Philadelphia Evening Bulletin. 

Aug. 7. Lewis A. deVore, Chicago 
manager for Oil and Gas Journal, at 38. 

Aug. 10. Harrison H. Southworth, 
57, of F. W. Dodge Corp., in Chicago. 

Aug. 10. Lydia M. Roesler, treasurer 
of Philadelphia Club of Advertising 
Women. 

Sept. 10. Dr. Harry Phillips Davis, 63, 
chairman of the board National Broad- 
casting Co. 

Sept. 10. Charles F. Fischer, 
president Columbus (O.) Citizen. 

Sept. 17. Harry O. Reno, publisher 
and founder of Furniture Age. 

Oct. 1. Col. Edward Alfred Sim- 
mons, 56, president Simmons-Boardman 
Publishing Co. 

Oct. 29. Richard W. Pierce, 38, vice- 
president Henri, Hurst & McDonald, 
Inc., Chicago agency. 

Nov. 12. W. D. Callender, 61, presi- 
dent Tradepress Pub. Corp., Chicago. 

Dec. 10. Hubert MacManus, of Mac- 
Manus, Inc., Detroit, son of Theodore 
MacManus. 

Dec. 14. Harold E. Dosch, vice-presi- 
dent and treasurer, Rogers-Gano Ad- 
vertising Agency, Chicago. 

Dec. 22. R. Bigelow Lockwood, Mc- 
Graw-Hill Publishing Company, adver- 
tising executive and writer. 


65, 


Legislation, 
Litigation, 
Trade-Marks 


Jan. 5. Supreme Court of United 
States modifies decree to permit pack- 
ers to manufacture and sell food prod- 
ucts other than meat. 

Jan. 8. Outdoor advertising men meet 
with beauty lovers at Washington to 
find common ground. 

Jan. 9. Council of Advertisers is 
formed in New York to defend mem- 
bers from attacks of Federal Trade 
Commission. 

Jan. 9. Every state has a gasoline 
tax and 11 have sales tax, survey 
shows. 

Jan. 9. New York Department of 
State orders Better Business Bureau of 
New York to take out private detec- 
tive’s license. 

Jan. 10. A Federal court holds South 
Carolina tax on radio sets unconstitu- 
tional. 

Jan. 20. Plymouth Motor Corp. wins 
fight to register “Chrysler Plymouth” 
as trade-mark. 

Jan. 21. “Gibraltar” 
trade-mark for belting. 


registered as 


Feb. 12. U. S. Court o. k.’s merger 
of Standard Oil of N. Y. with Vacuum 
Oil Co. 

Feb. 12. West Coast Knitting Mills 


gets registration of bathing girl trade- 
mark over opposition of Jantzen Mills. 
Feb. 25. Philadelphia & Reading 
Coal & Iron Co. called owner of process 
of trade-marking coal with color. 
March 3. Crescent Tool Co., James- 
town, N. Y., secures injunction to pre- 
vent Montgomery Ward & Co. from us- 


ing “Crescent” as _ trade-mark for 
wrenches. 
March 4. Congress adjourns without 


action on Capper-Kelly or Vestal bill. 

March 10. Oklahoma legislature pro- 
hibits public utilities from selling mer- 
chandise. 


March 15. “Castoria’ ruled property 
of Centaur Co., New York, in Washing- 
ton decision, 

March 24. Lee H. Bristol, president 
Association of National Advertisers, 
tells Boston Advertising Club tax on 
any medium will spread to others. 

April 1. Eighth Circuit Court of 
Appeals awards “Monarch” trade-mark 
to Reid, Murdoch & Co., Chicago. 

April 8. “Red Crown” abandoned as 
trade-mark by Standard Oil Co. of 
Ohio. 

April 15. J. B. Williams Co., toilet 
preparations, successfully opposes reg- 
istration of signature of Ernest W. Wil- 
liams as trade-mark for similar lines. 

April 15. Colgate’s dental cream first 
to receive American Dental Association's 
seal of approval. 

May 5. “Coal-O-Matic” barred as 
trade-mark on opposition of Williams 
Oil-O-Matice Heating Corp. 

May 14. Federal Trade Commission 
orders Coty, Inc., to discontinue re-sale 
price maintenance. 

May 28. Supreme Court of U. S. 
holds Federal Trade Commission ex- 
ceeded authority in issuing order against 
Raladam Co. 

June 2. Supreme Court of California 
upholds tax to raise advertising funds 
for municipality. 

June 2. “Permanize” barred as trade- 
mark on opposition of Simoniz Co. 
“Fashion Row” held to infringe “Fash- 
ion Park.” “Lucky Strike” barred for 
flour. 

June 2. Supreme Court of U. S. rules 
it has no jurisdiction in trade-mark 
cases, 

June 20. “No need for resale price 
maintenance legislation,” Federal Trade 


Commission reports after two-year 
study. 
June 25. Kentucky gross sales tax 


on retail merchants held constitutional. 
July 12. Circuit Court of Appeals at 
Philadelphia rules for “Kotex” against 
“Kotabs.” 
Aug. 5. Kansas utilities fight anti- 
merchandising law. 


New Products, 
Design, and 
Packaging 


Jan. 15. Amos Parrish & Co. hold 
semi-annual style clinic in New York. 

Jan. 28. Swift & Co., Chicago pack- 
ers, to market canned fruits and vege- 
tables. 

Feb. 18. R. J. Reynolds adopts Cel- 
lophane wrapping for Camels. 

April 1. Munsingwear Corp., Chicago, 
plans campaign on Munsingwear Water- 
wear, new product. 

April 15. New Bon Ami package 
designed for milady’s dressing table. 


April 15. Overalls now tailored in 
bright colors, garment manufacturers 
report. 

April 21. Sherwin-Williams Co., 


Cleveland paint manufacturers, to make 
brushes too. 

May 65. 
Angeles, trade-marks and packages let- 
tuce. 

May 5. Chicago Bridge & Iron Works 
seeks designs for beautiful water tanks, 

May 7. Ballard & Ballard, Louisville, 
Ky., offer OvenReady biscuits, ready to 
bake. 

May 19. Packaging Conference, 
Clinic and Exposition held in New 
York by American Management Asso- 
ciation. 

June 2. Packing typewriter ribbons 
in powder boxes helps Remington-Rand, 
Ine. 

June 10. Middieshade Co., Philadel- 
phia, adds brown and gray to blue 
suits. 

June 18. Black & Decker Mfg. Co., 
Baltimore, Md., adds domestic dish- 
washers and electric clothes washers. 

June 25. Stewart Warner Corp., Chi- 
cago, goes after home movie market 
with $50 camera. 

June 25. Henry Disston & Sons de- 
velop new hand-saw to retail at $1-$2 
and sell 100,000 in six weeks. 

July 1. Norwich Pharmacal Co. adds 
Sun Tan Oil and Unguentine Skin 
Cream. 

July 12. Fuller Brush Co. adds a 
dozen items, including toilet soap, dog 


soap, dry cleaning fluid, automobile 
polish. 
July 21. B. & O. Railroad adds sec- 


ond air-conditioned train. 

Aug. 5. Frigidaire Corp., Dayton, O., 
enters home-cooling field. 

Aug. 10. Kerfs, disposable handker- 
chiefs, new offering of Kleenex Co., 
Chicago. 


Miscellaneous 
News 


Jan. 22. General Motors Radio Corp. 
announces advertised prices will include 
tubes. 

Jan. 22. Wm. Wrigley, Jr., Co., Chi- 
cago, buys 100,000 watches as premiums 
for dealers. 

Jan. 29. Survey shows growing pop- 
ularity of sampling. 

Jan. 29. Taxicab advertising makes 
debut in New York. 

Feb. 5. Right of manufacturers to 
select customers upheld in suit of 
Sidney-Morris & Co., Chicago station- 
ers, alleging conspiracy. 

Feb. 5. Browning Arms Co., St. 
Louis, adopts direct-to-consumer sales 
plan. 


Engebretson-Grupe Co., Los p 


Feb. 12. Three manufacturers co-op- 
erate to redeem premium coupons: Col- 
gate-Palmolive-Peet Co., Kirkman & 
Son, Borden Co. 

March 1. Automatic Refrigeration 
Corp., Chicago, adopts instalment plan 
with coin attachment on refrigerators. 


March 3. Wilson’ Bros., Chicago, 
withdraw from retail field. 
March 5. Air Ads, Inc., formed in 


New York to sell advertising space in 
airplanes, 

March 5. Business leaders of future 
being made now, Paul T. Cherington 
tells Chicago Advertising Council. 

March 10. Sears, Roebuck & Co., 
Chicago mail order house, enters in- 
surance business. 

“April 30. Last date on which United 
Cigar Stores Co. will redeem coupons, 

May 5. Lehn & Fink, New York, 
launches study of price-cutting. 

May 21. Harvard Awards discon- 
tinued by American Foundation, Inc., 
Philadelphia, trust established by Ed- 
ward W. Bok. 

May 25. Chicago journeymen refuse 
to modify agreement for 40-hour week. 

June 2. Distribution through beauty 
shops started by Wm. Wrigley, Jr., Co. 

June 2. Canada announces new du- 
ties on United States periodicals. 

June 10. Goodall Worsted Co., San- 
ford, Me., to make Palm Beach suits 
as well as cloth. 

June 18. Sears, Roebuck & Co., Chi- 
cago, drop advertising from fall cata- 
log. 

July 1. Hardware stores voluntarily 
abandoning many lines, National Retail 
Hardware Assn. reports. 

July 1. Big Four of cigarette field 
boosts prices $17,000,000 a year. 

Aug. 10. Hump Hairpin Mfg. Co. 
plans distribution through vending ma- 
chines. 

Aug. 10. “Back to pharmacy” is slo- 
gan at convention of American Phar- 
maceutical Assn. 

Aug. 20. Sheaffer Pen Co. declares 
extra dividend of 50 cents. 

Sept. 24. Pullman Co. starts sale 
of convenience goods on trains. 

Sept. 24. Charles B. Knox Co. splits 
space with other advertisers. 

Dec. 23. Jewel Tea Co. to sell space 
in consumer house organ. 


Surveys and 
Statistics 


Jan. 8. Posters and charts liked by 
home economic workers, A. N. A. sur- 
vey shows. 

Jan. 9. Harper & Bros. issue ‘“Who’s 
Who in Advertising.” 

Jan. 10. Motorists interested chiefly 
in quick starting, Shell Eastern Petro- 
leum Products finds. 

Jan. 22. Majority of advertisers de- 
termined 1930 appropriations on “per- 
centage of sales” basis, A. N. A. finds. 

Jan. 29. Twenty-nine advertisers 
spent million or more in magazines in 
1930, National Advertising Records re- 


Feb. 18. What's deadest thing in the 
world? ‘“Yesterday’s statistics,” Hays 
McFarland, Chicago, tells Inland Daily 
Press Assn. 

Feb. 18. Five per cent of all foods 
receive 77 per cent of the advertising, 
New Era in Food Distribution finds. 

Feb. 19. <A. J. Slomanson, P. F. 
O’Keefe Advertising Agency, Boston, 
author of “Publication and Advertising 
Agency Problems.” 

April 5. James W. Young, professor 
of advertising at University of Chicago, 
to map “social pressure areas.” 

May 7. Average annual income of 
doctors placed at $8,284. 

June 10. Pound and two-pound pack- 
age most profitable, National Confec- 
tioners Assn., Chicago, reports. 

June 15. Natural surroundings, good 
food and healthful climate found chief 
attractions to vacation seekers. 

June 25. Retail sales in United 
States in 1929 placed at 53 billion dol- 
lars by Bureau of Census. 

June 25. Eleven states now have 


cigaret tax, Tobacco Leaf, New York, 
reports. 
July 12. R. L. Polk & Co., Detroit, 


completes Pittsburgh survey and starts 
national study of buying habits. 

July 12. Annual volume through 
wholesalers is $69,628,000,000, Bureau 
of Census reports. 

Aug. 5. Beauty goal of women, anal- 
ysis by Cleanliness’ Institute, New 
York, shows. 

Aug. 5. Population of United States 
placed at 122,755,046 by Census Bu- 
reau, 108,864,207 being white. 

Aug. 10. Hotel receipts are $962,801,- 
000 yearly, excluding resort hotels, Bu- 
reau of Census finds. 

Aug. 25. Bureau of Census places 
farm population in 1930 at 30,447,550. 

Aug. 25. Westinghouse completes sur- 
vey showing primary zone of influence 
of radio stations. 


Advertising 
Campaigns, 
Marketing 


Jan. 7. S. Karpen & Bros., Chicago 
furniture manufacturers, start cam- 
paign on ensemble buying. 

Jan. 9. Automobile lineage in New 
York newspapers during Auto Show de- 
clines from 503,000 in 1930 to 437,000. 
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January 2, 1932 


ADVERTISING AGE 


70,000 Circulation 


Among home workshop 
owners, woodworking shops, 
manual training schools, insti- 
tutions, amateur and semi-pro- 


fessional craftsmen, 


A New Market 


of Proven Buying Power 


Results! 


Inquiries for 9.3¢ 


a Adhesives, Inc., Albany, 
+, received 68 i ies from 14- 
fie aie costing $6.30. 


579 Inquiries for $70.00 


Forest City Bit & Tool Co., Rockford, 
Til. al tested . column in ” Nov.-Dec. 

er advertisement 
eggeaned thay they had sosalved 579 inquiries. 


119 Inquiries for $14.00 


From a 28-line Lg em. — 
New .00, the , . Perkins 

lew ve Se “ — 119 in- 
quiries each enclosing 1 
Inquiries for 3c ai 


Kirk Hardware Co., New York, N. Y., 
ran a_26-word classified adv. in our 
Sept.-Oct. issue. They recently sepeetes 
that inquiries were costing them 
each, com with I5e to 35c is 
other magazines. 


260 Inquiries for $35.00 
From an advertisement or tha 


Co., Toledo, Ohio, vo F er in- 
»-, f 70. fi : 
35.00. That’s inquiries for less than 

14c each. 


Makes Money Right Off 
the td * chp gy 


Clausing Mi 
offer Suipment selling —~ -y sion. 


fe Fg RR me a wt 


Results Beyond 
Expectations 


Oki. tere weed POPULAR HOME: 


where it PAYS — where you 


Copies of actual letters in file 
q will be one to you. Advertise 
you Pay get results. 


HESE are days when every manufacturer must 

make his advertising dollar count. He can’t 
afford to wait for “accumulative returns” to show 
up on the check sheet. He can’t depend upon “pres- 
tige” to develop red-hot inquiries. He must get 
immediate results to justify any advertising. 


The wise manufacturer is looking for new markets 
—new outlets for his products. It was only within 
the last few years that advertisers have discovered 
the wonderful sales possibilities in the homecraft 
market. 


One authority estimates that there are 500,000 men 
who have home workshops. Another authority says 
that the homecraft market offers manufacturers sell- 
ing tools and equipment the greatest sales possibili- 
ties in a decade. This growing interest in homecraft 
subjects gives the aggressive manufacturer an oppor- 
tunity to intrench himself now while the market is 


expanding. 


If you have a proposition appealing to men—if you 
want your advertising dollar to pull a full load—if 
you want live inquiries that will develop into cash 
orders—give POPULAR HOMECRAFT aa trial. 
This publication in less than two years time has 
reached a print order of 70,000 copies. When men 
walk up to the newsstand and pay 35c for POPU- 
LAR HOMECRAFT, they must want it! 


I a a 


How many publications today command a 35c price? 
This price alone selects quality readers—men who 
are really interested in homecraft work and have 
money to spend on their hobby. 


So quick have manufacturers been to see the sales 
possibilities in the homecraft field that our advertis- 
ing lineage has been jumping by leaps and bounds. 
We have secured 69 NEW accounts in the last two 
issues. Do you know of any publication today that 
has made such remarkable progress? 


Wouldn’t you like to see a copy of POPULAR 
HOMECRAFT? And wouldn’t you like to know 
more about the homecraft market? Just mail the 
coupon and we will send you facts that will surprise 
you. 


POPULAR HOMECRAFT 
737 No. Michigan Ave., Chicago. 


Firm 


coeaieeliean a ST eee ee 


We want to know more about the Homecraft market. Please send us 
a copy of POPULAR HOMECRAFT and complete sales data. 


Attention 


Street & No. 


City & State 
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ADVERTISING AGE 


January 2, 1932 


Jan. 9. Spuds Cigarettes adds eight 
magazines to schedule. 

Jan. 15. Walter J. Daily describes 
$6,000,000 General Electric refrigerator 
campaign. 

Jan. 15. American Tobacco Company 
announces expansion of newspaper cam- 
paign, with Cremo returning to “spit” 


copy. 

Jan. 15. Royal Baking Powder Co. 
continues microscopic photographs in 
1931 campaign. 

Jan. 22. National Canners’ Assn. an- 
nounces plans for national advertising. 

Jan. 22. Stephen F. Whitman & Son, 
Philadelphia, announce “Send candy by 
wire” as campaign theme. 

Jan. 23. Blue Ribbon Malt Extract 
Co., Chicago, retains William Meade 
Prince, famous artist, for newspaper 
series. e 

Jan. 28. Robot helps Westinghouse 
introduce new refrigerator. 


Jan. 29. Direct selling policy results 
in success for Kalamazoo (Mich.) 
Stove Co. 

Feb. 65. Kolynos releases South 


American campaign featuring use of 
Kolynos by Prince of Wales on tour. 


Wire 
Your Inquiries 


If you are at a considerable 
distance from either of our offices 


—WIRE YOUR INQUIRIES. 


We appreciate the importance 
of getting information about the 
college town market to you 
quickly. 

We want to cooperate with you 
to that end. 


Send your telegram COLLECT 


to our nearest office. 


Established 1913 


Collegiate Special Adv. Agency, Inc. 
18 E alet Street 612 N. Diichigan Ave. 


No 
Worry 


about choosing the best media to 
influence the textile, apparel and 
related industries. There is only 
one group of publications which 
this trade wants eagerly enough 
to buy at the rate of more than 
a million copies a month. 


Fairchild ; Publications 
8 East 13th Street, New York, N. Y. 
418 S. Market Street, Chicago, IL 


LITHOGRAPHERS 


Specializing 


in WiINdOW and 


store display 


adverjising 


EINSON 
FREEMAN 
CO., INC. 


NEW YORK, N. Y. 


Starr & Borden Aves. 

Long Island City 
BOSTON, MASS. 

302 Park Square Bldg. 


CHICAGO, ILL. 
Wrigley Building 


Agency Mortality Reaches New High Mark 


Feb. 5. New York book publishers 
plan to provide “sample” chapters. 

Feb. 5. American Optical Company 
stimulates sales by injecting utility ele- 
ment with change in position of side 
bar of glasses. 

Feb. 6. Advertising appropriation of 
Ethyl Gasoline Corp. and _ licensees 
placed at $12,000,000, making it world’s 
best advertised product. 

Feb. 6. Bond features campaign on 
Torson shoe for boys. 

Feb. 6. Department stores move 
against manufacturers’ demonstrators. 

Feb. 6. B. F. Gladding, formed in 
1816, begins first campaign on fishing 
equipment. 

Feb. 10. Lucky Strikes tests vending 
machines—one cigarette for a cent. 

Feb. 12. Chippewa Shoe Mfg. Co., 
Chippewa Falls, Wis., offers $50 acci- 
dent policy with every sale. 

Feb. 18. Sager Pen Corp., Chicago, 
launches newspaper campaign. 


Feb. 25. Citrus Juice Co., Roxbury, 
Mass., to distribute orange juice by 
milkman. 

Feb. 27. F. C. Kendall, publisher of 


Advertising € Selling, wins Harvard 
Awards gold medal for alleged services 
to advertising. Other winners: Gard- 
ner Advertising Co., New York; North- 
ern States Power Co., St. Paul; Batten, 
Barton, Durstine & Osborn, New York 
(2); Bakelite Corp., New York; Fels & 
Co. and Young & Rubicam; Saks & Co., 
New York; Needham, Louis & Brorby, 
Chicago, and Joseph J. Levin; Stein- 
way & Sons, New York; Association of 
National Advertisers. 

March 1. Westinghouse makes talk- 
ing pictures of tests of its radio re- 
ceivers in obscure places. 

March 5. Birds-eye Packing Co. pre- 
pares to invade New England with 
quick-frozen packaged foods, following 
test. 

March 10. New Orleans Association 
of Commerce releases magazine cam- 
paign for city. 

March 10. N. Robert Harvey Sys- 
tem starts chain of Delamat stores in 
New York. 

March 12. Eastman Kodak Co. an- 
nounces $100,000 contest for amateur 
photographers. 

March 15. Schlitz “Vitalized’” Malt 
subject of new campaign. 

March 18. Erwin, Wasey & Co. start 
“Camel Caravan” to give news of $50,- 
000 Camel cigarette contest. 

March 21. Autogiro Co. of America, 
Philadelphia, starts magazine cam- 
paign, urging relaxation for business 
men. 

March 25. Shaler Company, Milwau- 
kee, reports fine results from distribu- 
tion of golf clubs through auto dealers. 

April 1. Kelvinator refrigerator an- 
nounces tie-up with General Foods 
Corp. in field work. 

April 1. Buhl Aircraft Co., Marys- 
ville, Mich., starts campaign to farmers. 

April 1. Carleton H. Palmer, presi- 
dent, E. R. Squibb & Sons, New York, 
explains profit-sharing plan for deal- 


ers. 

April 20. Hammond Clock Co., Chi- 
cago, is first to reserve space for Chi- 
cago’s Century of Progress in 1933. 

April 20. Altorfer Bros. Co., Peoria, 
Ii, announces junking plan for elec- 
tric washers. 

April 21. International Assn. of Milk 
Dealers votes against distribution of 
orange juice ana other non-dairy prod- 
ucts. 

April 23. More than 260,000 pledges 
received by Goodrich Silvertown Safety 
League, Phil Kelly tells Cleveland Ad- 
vertising Club. 

April 30. American Restaurant, Chi- 
cago, sponsors “Take Her Out to Din- 
ner” campaign in 42 cities, 

May 5. General Electric Co. pays 
dealers $2 for each radio inspection. 


May 5. Chesterfields in sampling 
campaign in Northwest. 
May 5. Single insertion in boys’ 


magazine pulls 7,000 coupons for Life 
Savers. 

May 5. Correspondence schools ar- 
range for personal examinations of stu- 
dents. 

May 6. Graham-Paige starts cam- 
paign on new “Prosperity Six.” 

May 7. Iodine Educational Bureau, 
New York, educating doctors to use 
iodine in prescriptions. 

May 7. Colgate-Palmolive-Peet Co. 
uses 600 premiums, it was announced 
at first premium merchandise exhibi- 
tion in Chicago. 

May 12. Boston milk man wins $25,- 
000 first prize in Camel cigarette con- 
test. 

May 17. General Foods Corp. first to 
use Hearst Comics. 

May 21. “Drink more milk,” urge 
new covers of Boston school books. 

May 25. Southwestern Weather Serv- 
ice Bureau formed at Tulsa, Okla., to 


sell weather reports to department 
stores. 
June 8. National Assn. of Credit 


Men, St. Louis, prepares “Pay prompt- 
ly” copy for local associations. 

June 20. General Electric pregents 
Henry Ford with millionth refrigerator 
off the line. 

June 25. Co-operative Pool Car Ship- 
pers formed in Chicago to merge ship- 
ments. 


Bluebird Diamond 
Chicago, expands to national field. 

July 6. Wm. Wrigley, Jr., Co., Chi- 
cago, returns to newspapers after long 
absence. 

July 25. Largest coffee campaign re- 
leased for Maxwell House, featuring 
Vita-Fresh process, | 
Brown & Williamson To- 


“WHAT'S YOUR IDEA?" 


Don Thomas, executive secretary 
of the All Year Club of Southern 
California, Los Angeles, who is 
trying to get advertising. men to 
agree on a definition of advertis- 
ing for dictionary makers. 


bacco Corp., Louisville, starts Southern 
campaign on “roll your own.” 

Aug. 1. National Home Furnishings 
Program is canceled. 

Aug. 20. Wm. Wrigley, Jr., Co., buys 
2,000,000 razors, 10,000000 blades as 
premiums to induce public to “buy it 
by the box.” 

Oct. 29. . Campbell Soup Co. runs 
1,000th advertisement in Saturday Eve- 
ning Post. 

Dec. 11. Announce $12,000,000 cam- 
paign on electric ranges. 


Associations 


Jan. 7. W. C. Allen, Dakota Farmer, 
elected president Agricultural Publish- 
ers’ Assn. 

Jan. 8. Chicago Advertising Council 
elects O. C. Harn, Audit Bureau of 
Circulations, as chairman. 

Jan. 15. Membership of Chicago Ad- 
vertising Council reaches peak of 2,100. 

Feb. 18. Four hundred trade asso- 
ciations spent $22,000,000 in trade pro- 
motion work in 1930, Chamber of Com- 
merce of U. S. announces. 

March 6. Advertising Club of Aus- 
tin, Texas, is new member of A. F. A. 

Feb. 27. Arthur R. Weed, Ohio 
Farm Papers, Inc., elected Governor 
Fifth District, A. F. A., at Huntington, 
W. Va. 

March 3. William E. Bryan, Denver, 
elected Governor 11th District, A. F. A, 
at Denver. 

March 3. Are business girls bores? 
Women’s Advertising Club of Chicago 
reaches no decision. 

March 10. H. E. Christiansen be- 
comes field manager Advertising Fed- 
eration of America. 

April 29. Association of National 
Advertisers concludes Detroit conven- 
tion by opposing advertising tax of any 
kind, agency commissions on radio tal- 
ent and demanding reduced advertising 
rates. 

May 23. Walter H. McGenty, Stock 
and Dairy Farmer, re-elected Eighth 
District Governor. 

June 18. Gilbert T. Hodges, New 
York Sun, re-elected president Adver- 
tising Federation of America at 27th 
annual convention at New York. Asso- 
ciation urges maintenance of wages. 

June 18. Allan Brown, Bakelite 
Corp., New York, elected president Na- 
tional Industrial Advertisers Assn. 
Linde Air Products Co., New York, 
wins Class € Industrial Marketing cup 
for best industrial advertising to meet 
specific problem. 

July 1. Pacific Advertising Clubs 
Assn. votes to affiliate with Advertising 
Federation of America. Roy Hunter, 
Vancouver, B. C., is new P. A. C. A. 
president. 

July 1. Audit Bureau of Circulations 
formed in England. 

July 21. Display Installation Assn. 
formed in Boston. 

Sept. 3. 100,000 Group of American 
Cities becomes Major Market Newspa- 
pers, Inc.; George M. Burbach, St. Louis 
Post-Dispatch, new president. 

Sept. 17. Financial Advertisers As- 
sociation elects C. H. McMahon presi- 
dent. 

Sept. 18. Association for Advance- 
ment of Science in Marketing formed 
with Paul T. Cherington as president. 

Oct. 1. Eugene Carmichael, R. L. 
Polk & Co., new president Association 
of North American Directory Publish- 
ers; convention moves against directory 
fakers. 

Oct. 9. Direct Mail Advertising As- 
sociation elects Ben J. Sweetland presi- 
dent. 

Oct. 23. Audit Bureau of Circula- 
tions votes to maintain service stand- 


Nov. 17. A. N. A. reiterates de- 
mand for lower rates. 

Nov. 19. Controlled Circulation 
Audit, Inc., enrolls 53 charter members. 


Dec, 4. Advertising Council Chicago 
Association of Commerce submits plan 
for national advertising awards. 


Copy 


Jan. 8. Radio manufacturers discuss 
misleading advertising at New York 
conference, 

Jan. 12. False advertising still ram- 
pant says Federal Trade Commissioner 
Humphrey. 

Jan. 16. “Horace! Please write your 
mother,” says one-inch copy in Satur- 
day Evening Post. 

Jan. 15. Employes of Zinsmaster 
Bread Co., St. Paul, take page in daily 
for “Bat more bread” copy. 

Feb. 6. Restaurant men protest Del 
Monte copy on “crowded lunch-rooms— 
meals eaten with littie thought.” 

March 2. French illustrations take 
seven of nine prizes in New York exhi- 
bition of foreign advertising photogra- 
phy. 

March 5. Jean Norris, New York’s 
woman magistrate, testifies she received 
$1,000 for yeast testimonial. 

March 12. Bruce Barton admits he 
was wrong in saying there are only 50 
good copy-writers. “At least 200 good 
ones wrote me about this statement,” 
he says. 

March 25. American Dental Associ- 
ation, Chicago, extends use of “accept- 
ed” emblem to qualified advertisers. 

March 25. Competitive copy offers 
new problems to publishers. 

April 8. Montgomery Ward & Co. 
register complaint with Federal Trade 
Commission over Firestone tire copy. 

April 15. Incongruities in farm copy 
make farmers laugh, says L. A. Paeth, 
Frank B. White Co., agricultural 
agency, Chicago. 

April 20. Competitive copy here to 
stay, insists Kenneth Laird, Western 
Co., Chicago. 

April 20. Iron Fireman Mfg. Co. 
urges dealers to send prospects five 
cents for Saturday Evening Post con- 
taining Iron Fireman advertisement. 

April 30. 
Publishing Co., asks Four A’s to com- 
bat competitive copy. 

May 14. C. C. Younggreen, presi- 
dent Dunham, Younggreen, Lesan Co., 
Chicago, assails “knocking” copy. 

May 21. Central Public Service 
Corp. wins award for best national 
campaign in newspaper contest of Chi- 
cago Advertising Council. Agency: Al- 
bert Frank & Co. 

July 1. Clifford L. Ellison, Bruns- 
wick-Balke-Collender Co., Chicago, ex- 
plains policy of reciprocal advertising. 

July 1. American Oil Burner Assn. 
votes against competitive copy. 

July 15. Safety urged as advertising 
theme by Insurance Advertising Con- 
ference. 

Aug. 5. New campaign of Realsilk 
Hosiery Mills, Indianapolis, features 
paid testimonials. 

Aug. 10. Kroger Grocery & Baking 
Co., Cincinnati, adopts “unit advertis- 
ing” layouts. 

Sept. 10. Egg industry in furor over 
Listerine copy, “Eggs: They tear you 
down socially.” 

Oct. 22. Ralph Starr Butler says 
competitive copy is hastening Govern- 
ment regulation. 

Oct. 29. Joseph Appel urges adver- 
tising to seek aid of Federal Trade 
Commission. 

Dec. 24. Northam Warren to fight 
Federal Trade Commission mandate or- 
dering paid testimonials to be tagged 
as such. 


Chain Stores 


Jan. 8. Great American Tea Co., in- 
vites special propositions for 75th anni- 
versary celebration. 

Jan. 23. Kroger Grocery & Baking 
Co., Cincinnati, opens third grocery and 
meat unit in Sears, Roebuck store in 
Minneapolis. 

Jan. 28. American Tobacco Co. cuts 
United Cigar Stores Co. from direct 
buying list. 

Feb. 25. Kroger Food Foundation 
starts newspaper campaign emphasiz- 
ing maintenance of quality standards. 

May 12. Continental Marketing Corp. 
formed at Chicago to service new vol- 
untary chain. 

May 18. Gillette Safety Razor Co. 
files suit for $10,000,000 against United 
Cigar Stores Co., alleging misrepresen- 
tation. 

May 21. Supreme Court of United 
States upholds Indiana chain tax. 

July 1. Piggly-Wiggly Corp. reports 
40,000 inquiries a month from campaign 
or budget book. 

Aug. 5. W. T. Grant Co., New York, 
to open 33 stores, bringing total to 400. 


Nov. 17. Chains do 21.5 per cent of 
all retail business, Bureau of Census 
reports, 

Dec. 18. Clarence Saunders starts 


chain of combination drug - grocery 
stores. 


Magazines 


Jan. 14. Second qualitative study of 
magazine circulations is issued by Four 
A’s. 

Feb. 12. Dorothy Cocks becomes 
beauty editor of Physical Culture, New 


Arthur J. Flynn is new ad- 
vertising manager of American Lawn 
Tennis, New York. 

April 1. Macfadden Publications, Inc., 
buys Liberty from Chicago Tribune, 
which takes Detroit Daily in part pay- 


ment. 


Frank Braucher, Crowell. 


April 15. George S. Fowler is new 
vice-president of Pictorial Review. 

April 20. True Romances announces 
reduced line rate of $2.60, effective 
July.’ 

May 5. Eighteen college papers or- 
ganize for standardized color inserts. 

May 28. Pictorial Review decides to 
form own selling organization. 

May 21. Nelson R. Perry appointed 
advertising manager of Liberty. 

June 2. George W. Quigley appointed 
advertising director of Screenland Unit. 

June 2. Earle H. McHugh appointed 
general advertising director Hearst 
Magazines. 

June 4. Parade is smart new weekly 
at Cleveland. 

June 18. Saturday Evening Post 
changes release day from Thursday to 
Tuesday. 

June 25. The Forum, Review of Re- 
views and World’s Work form The 
Quality Unit to provide color coverage. 

July 1. Charles E. Whitney new ad- 
vertising manager of Heme € Field, 
New York. 

July 12. Radio News, Amazing Stor- 
ies, Complete Detective Novel and oth- 
ers acquired by Macfadden Publica- 
tions, New York. 

July 15. Following lead of Pictorial 
Review, World’s Work, New York, re- 
duces rates, 

July 21. Ray Long resigns as presi- 
dent International Magazine Co., New 
York, to publish books. 

Aug. 20. Business Week boosts page 
rate $150. 


Aug. 25. Quality Unit reduces page 
rate $200. 
Aug. 25. Modern Magazines will 


abandon forced combination policy Jan. 
1, 1932; extend distribution to news- 
stands. 

Sept. 1. Life cuts rates 40 per cent. 
Oct. 1. Futura Magazines, New 
York, start publication, distributing 
through chain stores. 

Oct. 2. Literary Digest cuts rates. 

Oct. 15. Frank F. Soule promoted 
to business manager Conde Nast Pub- 
lications, 

Oct. 30. Reduction of 8 per cent in 
1932 rates made by True Story. 

Nov. 5. Hullabaloo makes bow: 

Dec. 1. McCall’’s Magazine reduces 
rates $500 per page, effective with 
March, 1932, issue. 


Newspapers 


Jan. 12. Cincinnati Post, second old- 
est Scripps-Howard Newspaper, cele- 
brates 50th anniversary. 

Jan. 16. A. B. C. directors vote 
against more favorable recognition for 
hotel bulk sales, but make some con- 
cessions. 

Jan, 22. Final report on 1930 news- 
paper national advertising shows 1,259,- 
587 lines, a loss of 183,916. 

Feb. 15. Hearst Newspapers select 
most productive retail advertising in 20 
cities. 

Feb. 18. Paul Block buys Los An- 
geles Evening Express. 

Feb. 18. Harry Singer made national 
advertising manager New York Daily 
Mirror. 

Feb. 21. Bulk sales of newspapers 
to be shown on page 1, A. B. C. decides. 


Feb. 21. K. L. Ames buys Chicago 
Evening Post. 
Feb. 25. Scripps-Howard buys New 


York Morning World, Evening World 
and Sunday World forming World- 
Telegram. 

March 15. Standard Market Survey 
is revised and jointly sponsored by A. 
N. P. A. and Four A’s. 

April 1. New York Herald Tribune 
wins Francis Wayland Ayer Cup for 
mechanical excellence in first exhibition 
of newspaper typography. 

April 24. American Newspaper Pub- 
lishers Assn. meeting in New York 
adopts resolution urging handling radio 
programs only as paid advertising. 
Harry Chandler, Los Angeles Times, 
re-elected president. 


May 10. Detroit Free Press issues 
centennial edition. 
May 14. John D. Ewing named ex- 


ecutor of Ewing Newspapers by will of 


Col. Robert Ewing, probated at New 
Orleans. 


(Continued on Page 10) 
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ADVERTISING AGE 


January 2, 1932 


Advertisers Hold to 


emand for Lower Rates 


(Continued from Page 8) 


May 26. Charles J. Feldmann ap- 
pointed national advertising manager 
Des Moines Register and Tribune. 

June 2. Minnesota “gag law” held 
unconstitutional by Supreme Court of 
Uv. § 


June 4. National Editorial Assn. 
votes against rate reduction at Atlanta 
convention. Radio called “genuine nui- 
sance.” 

June 6. Frank E. Gannett celebrates 
25th anniversary as newspaper pub- 
lisher. 

June 25. Los Angeles Examiner 
prints three colors at regular press 
speed. 

July 1. Chicago Tribune’s survey 
shows 134 newspapers of U. S. and 
Canada offer two or more colors in 
regular editions. 

July 1. Demands for reduced rates 
“should be carefully considered, and 
where justified, given,’’ Southern News- 
paper Publishers Assn. decides at 29th 
annual meeting at Asheville, N. Car. 
Clark Howell, Atlanta Constitution, is 
new president. 

July 15. New York World-Telegram 
occupies new building. 

July 21. New York newspapers bar 
trade names, sponsors’ names from 
radio programs, 

Aug. 10. Twenty-seven newspapers 
standardize rotogravure pages at 2,009 
lines, bringing total to 42. 


Aug. 10. Col. Frank Knox buys Chi- 
cago Daily News. 
Sept. 1. Pepsodent Co., Chicago, re- 


turns to newspapers after 18 months’ 
absence. 

Oct. 1. TT. C. Hoffmeyer appointed 
national advertising manager Los An- 
geles Examiner. 

Oct. 9. Col. Guy T. Viskniskki ap- 
pointed business manager Chicago Daily 
News. 

Nov. 11. W. A. Frisbie made gen- 
eral manager St. Louis Times. 


Farm Papers 


Feb. 18. Country Gentleman finds 
first hundred years hardest and starts 
second. Founded in 1831. 

May 7. American Thresherman, Mad- 
ison, Wis., bought by Magazines, Inc., 
and moved to Chicago. 

May 12. Mid-West Unit, Standard 
Farm Papers, standardizes page at 760 
lines. 

June 18. Dr. L. O. Howard wins 
1931 Capper Award for distinguished 
service to agriculture. 

Aug. 20. Farm Journal gives three 
colors for cost of two by new make- 
ready system. 

Sept. 1. Farm Journal, Philadelphia, 
reduces rate $400 a page. 


Radio 


Jan. 8. Fleischmann Co., using N. B. 
C., adds Columbia Broadcasting Sys- 
tem, making Bill Hay, Chicago, only 
announcer to feed both networks. 

Jan. 10. Pepsodent Company, Chi- 
cago, announces Pepsodent Antiseptic 
on radio program. 

Jan. 15. Federal Radio Commission 
O. K.’s price quoting. 

Jan. 15. Allied Quality Paint Group 
starts campaign on 43 N. B. C. stations 
from Chicago. 

Jan. 28. Federal Radio Commission 
denies application of W. H. Henderson, 
Shreveport chain foe, for full-time op- 
eration. 

Feb. 2. Campbell Soup Co. becomes 
one of four largest radio advertisers 
with daily N. B. C. program. 

Feb. 18. Federal Radio Commission 
orders stations to keep logs of pro- 
grams and technical operation. 


March 16. Cremo’s new program 
contains “only 20 words of advertis- 
ing.” 

May 1. Radio audiences don’t feel 


grateful to program sponsors, L. Ames 
Brown tells Four A’s at Washington, 
in arguing against abolition of adver- 
tising in programs. 

May 1. Phillips-Jones Corp., Troy, 
N. Y., offers free collar to every radio 
listener asking for sample. 

June 2. Car a day given away in 
new Cremo broadcast. 

June 16. Newspapers don’t know 
anything about being regulated, Wil- 
liam Hedges, WMAQ, tells A. F. A. 
broadcasting departmental. Proves it. 


July 1. Montgomery Ward & Co., 
Chicago, begin national radio cam- 
paign. 

July 12. Pepsodent Co., Chicago, 


adds Goldbergs to radio programs. 

Aug. 3. Frigidaire Corp., Dayton, O., 
makes radio debut. 

Aug. 10. Negro newspaper attacks 
Amos ’n’ Andy, Pepsodent radio pro- 
gram, as unfair to Negro race. 

Aug. 20. Newspaper Radio Pro- 
grams, Inc., formed in New York to 
offer newspaper tie-up to radio adver- 
tisers. 

Oct. 16. Wm. Wrigley Jr. Co. returns 
to air with “Myrt and Marge.” 

Oct. 29. National Association of 
Broadcasters applies national rate on 
transcriptions. 

Nov. 5. Broadcasters sponsor me- 
diums to carry programs. 


e 
Business Papers 
Jan. 15. Ray W. Sherman, Hearst 
Business Magazines, writes booklet, 
—_—e of Trade Paper in Advertising 
lan.” 


Jan. 20. New York Dotted Line Club 
discusses “closed lists.” 


Feb. 18. Allen Sinsheimer, editor 
National Retail Clothier and Furnisher, 
Chicago, named publisher. 

March 10. A. C. Pearson, chairman 
United Business Publishers, New York, 
receives gold medal from France for 
war services. 

May 5. Paramount Famous Lasky 
Corp. takes 74 pages in four colors in 
single issue of Motion Picture Herald, 
Chicago. 

May 10. A. F. Voss elected presi- 
dent American Paint Journal Co., St. 
Louis. 

June 2. Fred M. Feiker resigns as 
managing director of Associated Busi- 
ness Papers to become director Bureau 
of Foreign and Domestic Commerce, 


Washington, Harold J. Payne named 
A. B. P. secretary. 
June 15. Receivers in equity ap- 


pointed for National Trade Journals, 
Inc., New York. 

June 18. Textile World, New York, 
wins A. B. P. medal for outstanding 
editorial service in 1930. 


Aug. 20. Neyoci Corp. buys National 
Trade Journals and promptly sells 
them. 

Sept. 3. First issue of Institutional 


Management planned for November. 
Sept. 24. School Management to ap- 
pear Jan. 1. 


Outdoor 
Advertising 


Feb. 18. Tax on outdoor advertising 
opposed by Altoona (Pa.) Mirror in 
warm editorial. 

April 12. Outdoor field announces 
plan to pay 15 per cent to agencies. 

April 15. Coca-Cola Co. extends use 
of live models in recessed outdoor pan- 
els. 

June 15. Outdoor Advertising Inc., 
new sales agency, begins work, with 
Kerwin H. Fulton as president. 

July 5. Chesterfield cigarettes can- 
cels outdoor advertising. 

July 12. Plymouth uses cluster of 
seven poster panels in Detroit. 

July 21. N. W. Ayer & Son return 
to outdoor advertising, Frederick W. 
Kurtz heading re-created department. 


Direct Mail, 


Other Promotion 


Jan. 22. Standard Brands, Inc., be- 
gins production of 8-reel talking pic- 
ture, largest yet made for advertising. 

Feb. 5. Postmasters authorized to 
provide receipts for domestic registered 
and insured mail for small extra charge. 

Feb. 6. Twenty-one hotels publish 
house organs, survey by Ahrens Pub- 
lishing Co. shows. 


Feb. 21. American Cigar Co. uses 
telegraph campaign for Pall Mall 
cigars, 

March 3. Montgomery Ward’s new 


, catalog contains more color, rotogra- 


vure. 

April 1. National Screen Advertis- 
ing Bureau, Detroit, announces 6,000 
theaters will accept direct advertising 
films. 

April 12. Congress helps advertisers 
by authorizing return receipt showing 
address where letter is finally delivered. 

April 15. Castle Films and P. S. 
Harrison, New York, lead attack on 
sponsored films. 

May 21. First advertising talkie in 
color produced by Lehn & Fink. 

July 1. Armstrong Cork & Insulation 
Co. provides salesmen with portable 
talking movies. 

July 21. Frigidaire Corp., Dayton, 
O., starts “Modern Era,”’ monthly, with 
run of 500,000. 

Aug. 20. Sears, Roebuck & Co., Chi- 
cago, start “American Fireside” as ex- 
periment in farm field. 


Automotive 


Jan. 15. Car manufacturers announce 
agreement to bring out new models 
only at stated times. 

Jan. 28. <A. A. Engstrom becomes 
general sales manager Pierce-Arrow 
Motor Car Co. 

Feb. 5. Alemite Corp. starts cam- 
paign on new motor oil. 

May 5. Automotive industry goes on 
record in favor of wage maintenance. 

May 5. Ray C. Blackwell appointed 
advertising director DeSoto Motor Corp., 
succeeding R. M. Rowland, promoted. 

June 25. H. G. Moock made general 
sales manager Plymouth Motor Corp., 
Detroit. 

June 27. Nash Motors Co., launches 
newspaper and magazine campaign on 
new models. 

July 1. Harry S. Bishop new ad- 
vertising director of Pierce-Arrow Mo- 
tor Car Co., Buffalo. 

July 6. Plymouth uses 27 farm pa- 
pers, 1,355 newspapers, 13 magazines 
and outdoor advertising for “floating 
power.” 

July 15. Chrysler offers dealers free 
advertising for best testimonials. 

July 25. Hudson Motor Car Co., De- 
troit, names Erwin, Wasey & Co., New 
York. 

Aug. 1. Harry B. Harper becomes 
sales manager Willys-Overland Co., To- 
ledo, succeeding George M. Graham. 

Oct. 23. R. H. Crooker appointed ad- 
vertising manager Chevrolet Motor Co. 

Nov. 12. Rockne Motor Corp. formed 
to manufacture Rockne Six. 


Personal News 


Jan. 6. W. T. Whalen returns to 
General Motors Corp., Detroit, as as- 
sistant general sales manager. 

Jan. 8 R. E. Berlin becomes general 
manager of the International Magazine 
Co., New York, succeeding J. J. White, 
new general manager of Hearst News- 


papers. 
Jan. 28. William Biddle quits 21- 
year job as advertising manager 


American Laundry Machinery Co., Cin- 
cinnati. 

Feb. 5. Hal Johnson becomes adver- 
tising and sales director of French 
Lick (Ind.) Springs Hotel Co. 

Feb. 12. E. D. Copeland resigns as 
advertising manager of Gillette Safety 
Razor Co. 

Feb. 27. Plans to create memorial 
for Edward W. Bok announced at Har- 
vard Awards Dinner. 

March 5. E. St. Elmo Lewis becomes 
vice-president of Keystone Publishing 
Co., Philadelphia. 

March 15. Norman W. Gregg, late of 
Erwin, Wasey & Co., becomes promo- 
tion manager for 1933 Century of Prog- 
ress in Chicago. 

April 1. E. D. Copeland becomes 
general sales manager of Seth Thomas 
Clock Co., Thomaston, Conn. 

April 5. Pierre Boucheron, former 
advertising manager of Radio Corp. of 
America, gets same post with RCA- 
Victor Co., in reorganization. 

April 15. C. E. Steffey, general sales 
manager, severs 36-year ,connection 
with National Cash Register *Co., Day- 
ton, O. 

April 20. Irving Davis named pro- 
motion manager, The American Weekly, 
New York. 

April 20. Theodore Marvin new ad- 
vertising manager Hercules Powder Co., 
Wilmington, Del. 

April 20. Carleton Beckwith named 
advertising manager, New Departure 
Mfg. Co., Bristol, Conn., succeeding late 
Charles F. Olin. 


May 10. E. B. Loveland leaves 
Stanco, Inc., to become vice-president 
Electrographic Corp., New York. 

May 14. Charles W. Staudinger quits 
as advertising manager Anheuser- 
Busch, Inc., St. Louis, after 36 years. 

May 16. James L. Hubbell, president 
of Cleveland Advertising Club, escapes 
injury when airplane crashes. 

May 21. Gerard Barnes Lambert, of 
Listerine fame, becomes president of 
Gillette Safety Razor Co., Boston. 

May 25. J. C. McQuiston resigns as 
general advertising manager, Westing- 
house Electric & Mfg. Co., Pittsburgh. 

June 10. R. M. Winger appointed ad- 
vertising manager of Multigraph Co. 
and Addressograph Co., Cleveland. 

June 18. Charles M. Pritzker resigns 
as advertising manager Gillette Safety 
Razor Co., Boston, 

June 25. Kenneth S. Parker pro- 
moted to sales manager of Parker Pen 
Co., Janesville, Wis. 

July 21. Edward J. Mehren new 
president Portland Cement Assn., Chi- 
cago. 

Aug. 3. R. G. Perkins leaves Boot 
and Shoe Recorder to become advertis- 
ing manager Scholl Mfg. Co., Chicago. 

Sept. 25. F. C. Hitch resigns as ad- 
vertising manager Standard Brands. 

Oct. 9. After 25 years’ service, Wil- 
liam T. Card resigns as advertising 
and sales director George E. Keith Co. 


Oct. 28. Robert W. Griggs, new ad- 
vertising manager Standard Brands, 
Ine. 

Oct. 29. Ralph Leavenworth 


appointed general advertising manager 
Westinghouse Electric & Mfg. Co. 

Nov. 13. Carl K. Hart, advertising 
manager W. A. Sheaffer Pen Company, 
resigns to join Parker Pen Co. 

Nov. 20. Duane Wanamaker re- 
signs as vice-president in charge of ad- 
vertising, Grigsby-Grunow Co., Chicago. 

Dec. 24. James F. Brownlee becomes 
vice-president General Foods Corp. in 
charge of sales, and president General 
Foods Sales Co., succeeding Clarence 
Francis, promoted. 


AGENCY SYSTEM 
PROVED SOUND, 
AVERS BENSON 


Raps Demand for Agency 
Commission 


New York, Dec. 31.— Discussing 
the demand made last week by the 
Union Carbide Company for agency 
recognition from industrial publish- 
ers, John Benson, president of the 
American Association of Advertising 
Agencies, said he anticipates no 
change in the present system of 
agency compensation. 


He pointed out that the Union 
Carbide Company’s demand was 
made only to trade papers and ex- 
pressed the opinion that publishers 
of general periodicals would not 
yield to any such request. 


“I do not believe any trade or gen- 
eral advertiser is going to get very 
far in obtaining agency commissions 
from publishers,” said Mr. Benson, 
“unless it can qualify as a recog- 
nized advertising agency organized 
to do a general business and devoted 
to the expansion and promotion of 
advertising as such. That it cannot 
do as a house agency.” 


Mr. Benson left no room for doubt 
about his opinion on the house 
agency commission controversy. 

“The publishers,’ he said, “have 
had too much experience with the 
effectiveness of the advertising 
agency commission system in devel- 
oping and maintaining business to 
do anything to weaken or under- 
mine it. 

“Without this system there never 
could have been the volume and re- 
sultfulness of advertising with which 
we are all familiar. The incentive 
would have been lacking. 


Expanding Appropriation 


“The advertising agency does not 


expand an appropriation by getting’ 


all it can out of the client; it ex- 
pands it by creating new ideas, mak- 
ing new suggestions, finding new 
channels, developing new appeals, 
upon which the advertiser bases ad- 
ditional advertising and makes ad- 
ditional profit. This stimulation is 
of immense advantage to the pub- 


lisher, effectively serves the adver- 
tiser, and is the life-blood of adver- 
tising. 

“The advertiser who tries to ob- 
tain the agency commission for him- 
self, directly or indirectly, is hitting 
at the advertising industry itself, for 
a special and unearned advantage. 
This would also be unfair to com- 
petition which works with and abides 
by the organized system of doing 
things. 

“It would be just as unfair as a pol- 
icyholder trying to get a net rate 
from an insurance company, that 
is, minus the agent’s commission. 
Without the agency there never 
could have been the volume of sound 
risks in insurance which is  ob- 
tained through sales effort and pains- 
taking service; there would be an 
adverse selection of risks which 
come voluntarily, and rates would 
be much higher; hence the insured, 
even though he is willing to initiate 
negotiations himself, is not entitled 
to a net rate, any more than a citi- 
zen is entitled to live in a commu- 
nity without. paying taxes. 

“I do not believe any responsible 
or social-minded business man, when 
he realizes the situation, would be 
willing to profit from other people’s 
efforts without doing his part, or 
enjoy the benefits of an existing 
economic system in any industry, 
without contributing his share. 


System Is Sound 


“The fact that some advertising 
agents are willing to betray the con- 
fidence of the publisher and the wel- 
fare of the advertising industry it- 
self, by splitting commissions or 
rebating, is no discredit whatever 
to the system. There are always 
exploiters and law-breakers in every 
line of industry, especially in times 
like these. 

“What the situation needs is 
proper clarification and calling a 
spade a spade.” 

When asked if an advertising 
agency would not be more justified 
in receiving its compensation from 
the advertiser rather than from the 
publisher, Mr. Benson said, “It is 
a matter of practical expediency. 
The commission given to the agency 
by the publication acts as a spur to 
greater effort. Not to give it would 
impede the flow of advertising.” 

Discussing the advertising 
agency’s position, Mr. Benson re- 
ferred to an address he made a year 
ago at a meeting of publishers and 
agencies and said that there has 
been no change in the situation since 


then. At that time he said, “No 
economic system is sound which 


does not provide an adequate mo- 
tive; that is the spur to progress. 
The agency commission system fur- 
nishes that spur. 

“And there is little if any danger 
of abuse. However much interested 


‘the agency may be in the growth 


of appropriation, he would be a fool 
indeed who sought to expand it at 
his customer’s expense—just as fool- 
ish as an architect who sought to 
swell the cost of a house, instead of 
giving the owner the most house for 
the money. 

“It is hard enough for the most 
economical to win. Any agent who 
did not pare cost down to a lean 
state of efficiency would soon create 
failures and loss of business. Of 
course, there are always people who 
abuse confidence and are willing to 
squeeze a client dry; but they are 
so unwise and incompetent as to 
be negligible in the long run.” 


Publishers Agog 
Over Union Carbide 


New York, Dec. 31.—The majority 
of business papers on whom demand 
for payment of agency commission 
has been made by the Union Car- 
bide Company will decline for the 
present, risking loss of the business 
rather than establish a dangerous 
precedent. 

This is the view of publishers 
queried by ADVERTISING AcE. At the 
same time, several said they are 
“not unmindful” of the force of the 
arguments advanced by Union Car- 
bide in “coming into the open.” 

One publisher said a review of 
recognition procedure is in order, 
to determine whether an injustice is 
imposed by old policies, and if so, 
to correct them. 

About 60 per cent of advertising 
in business papers comes from agen- 
cies. 

One of the planks on which the 
demand of the Union Carbide Com- 
pany was based is that an adequate 
staff of trained workers is main- 
tained and the promotional activ- 
ities are conducted in much the 
same way as in an ordinary agency. 
The company said satisfactory 
agency service could not be obtained 
for the type of work being done. 


Arnao Takes Guthrie 


Murray K. Guthrie, formerly ad- 
vertising and merchandising coun- 
sel for Charles Arnao Co., Minne- 
apolis, cosmetic manufacturer, has 
joined the company as_ executive 
vice-president. He was formerly 
vice-president of Batten, Barton, 
Durstine & Osborne. 


Agency Entertains 
Campbell-Ewald Co., Detroit, was 
host at a Christmas party to its 350 
employes. Each guest received a 
10-pound turkey, the “trimmin’s,” 
and a check. 


Two Select Vars 


Addison Vars, Inc., Buffalo, has 
been appointed by Sponge-Aire Seat 
Corp., Buffalo, and Great Lakes 
Transit Corp., Buffalo. Newspapers 
will be used by the latter. 


Opens Appleton Office 


Frank I. Cash & Associates, Chi- 
cago agency for paper mills, have 
opened an office in Appleton, Wis., 
with Edgar D. LeRoy in charge. 


Broaden Spu<c’ Copy 


Axton Fisher Tobacco Co., Louis- 
ville, has increased its Spud adver- 
tising appropriation and will use 15 
magazines in 1932. 


Munson Leaves Hoover 


Miller Munson, advertising mana- 
ger of The Hoover Co., Xenia, O., 
for 11 years, has joined Henri, 
Hurst & McDonald, Inc., Chicago. 


Izzard Obtains Elliot 


Reed Elliot, formerly heading his 
own agency in Santa Barbara, Calif., 
has joined Izzard Co., Seattle, as ac- 
count executive. 


Donovan-Armstrong Moves 


Donovan-Armstrong, Philadelphia, 
will move to the 28th floor of the 
new Girard Trust Co. Bldg., Jan. 11. 


Set Meeting Dates 


The Rotogravure Advertising As- 
sociation will meet at the Palmer 


House, Chicago, Jan. 18-19. 
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January 2, 1932 


ADVERTISING AGE 


CAR MAKERS 10 
MAKE STRONG 
BUSINESS BID 


(Continued from Page 1) 


January, the Buick Motor Company’s 
campaign for 1932 is setting a fast 
pace. 

Radio, newspaper, magazine, out- 
door and direct mail promotion are 
united in one of the most compre- 
hensive attacks ever employed by 
Buick. 

Following concentrated newspaper 
advertising during the New York 
Automobile Show, Buick will launch 
a program of human interest adver- 
tising in national magazines Feb. 13. 
The copy will feature conversational 
headlines and pictures of people. Di- 
rect sales messages will be mini- 
mized. Emphasis will be laid on the 
low priced group. 

Plans for 1932 include full pages in 
farm papers, with copy designed de- 
finitely for readers of these publica- 
tions. Under the head, “Little Visits 
to Famous American Farms,” each 
insertion will show an agricultural 
scene, with a brief description of 
activities at this farm. A footnote 
will state the number of Buicks in 
use. The lower portion of the page 
will be devoted to straight selling 
copy. 

Among papers to be used are 
Country Gentleman, Breeders’ Ga- 
zette, Hoard’s Dairyman, Successful 
Farming and Capper’s Farmer. 


Art Is Noteworthy 


Buick is running a series of 13 
center spreads at monthly intervals 
in the Saturday Evening Post. 
Three-dimensional art is credited to 
Joseph Allworthy, Chicago artist, 
the illusion of depth being note- 
worthy. 

Outdoor advertising for 1932 will 
be devoted largely to Wizard Con- 
trol, Buick’s name for combined free 
wheeling, automatic clutch and si- 
lent-second synchro-mesh transmis- 
sion. Monthly one-half showings in 
all towns of 5,000 population or 
over, with or without dealer repre- 
sentation, are planned. 

The newspaper schedule for 1932 
embraces over 3,000 papers. Adver- 
tising will be placed for each dealer 
in ratio to the number of cars he 
sells. 

Buick’s first concentrated radio 
campaign, inaugurated with the an- 
nouncement, will continue with 
half-hour periods once a week over 
48 N. B. C. stations. 

“The Outstanding Buick of All 
Time” is the new slogan. The time- 
honored watchword, however, is not 
neglected. It is featured in the con- 
test questions, “Why does the new 
Buick Eight, at new low prices, 
again confirm the Buick pledge: 
‘When better automobiles are built, 
Buick will build them’?” 

The competition, promoted by spe- 
cial consumer mailings, in addition 
to other mediums, is being judged 
by B. C. Forbes, Forbes’ Magazine; 
Frazier Hunt, author, and Henry T. 
Ewald, president of the Campbell- 
Ewald Co., Buick agency. 

More than 1,600,000 names, com- 
piled as a mailing list for contest 
promotion, will be used again with 
variations throughout the _ year. 
During the contest campaign, 910,- 
000 pieces went to owners of small 
ears, 450,000 to Buick owners and 
300,000 to owners of cars in the 
competitive price class. 


Big Pontiac Push 


In sharp contrast to the extended 
teaser campaigns waged by compet- 
ing manufacturers prior to the New 
York Automobile Show, the pre-an- 
nouncement program of the Oakland 
Motor Car Company will be packed 
into a whirlwind three-day newspa- 
per, radio, magazine, direct mail 
drive starting Jan. 4, to be followed 
by a nation-wide announcement in 
all mediums Jan. 7. 

Two new models will be presented 
—the Pontiac Six and the Pontiac 
V-8. The Oakland lines will be dis- 
continued. 

“I’m waiting for the new Pon- 


PHOTOGRAPHS FOR REALITY 


That is the slogan of H. |. Williams, whose pictures are on display at 

the Camera Club, New York. He argues that a camera should be 

used only when a literal - is otherwise a drawing is 
indicated. 


tiac,” will run the conversational 
headline at the top of the single- 
column teaser copy to appear in 
more than 1,600 newspapers Jan. 4. 
“Three more days,” will be the leg- 
end on an accompanying calendar. 

In the second insertion, the next 
day, this will be changed to read, 
“Two more days.” The final teaser, 
Jan. 6, will say, “Tomorrow we're 
going to see the new Pontiac. One 
more day.” 


Liberty and Saturday Evening 
Post carry similar displays—four 
scattered single column insertions in 
each. 

Throughout the three _ pre-an- 
nouncement days, 15-minute evening 
radio programs on 39 stations will 
present an “inquiring reporter,” 
who will take listeners to the Gen- 
eral Motors proving grounds at Pon- 
tiac, there to “get the story” on the 
new models. 

Music will be provided during the 
program, ostensibly by means of an 
automobile radio, which the reporter 
will dial during his investigation. 

In addition, one-minute curiosity- 
building spot radio announcements 
will be made on the three after- 
noons immediately preceding the 
announcement. 


After Old Customers 


Direct mail will be dispatched to 
every buyer of an Oakland or Pon- 
tiac since 1928. 

On Jan. 7 newspaper displays, 
headed by full pages in key cities 
and graduated downward to smaller 
copy in towns with fewer dealers, 
together with a fourth broadcast by 
the “inquiring reporter,” and the 
addition of outdoor advertising in 
more than 1,875 towns, will an- 
nounce the Pontiac lines for 1932. 

The following week’s issues of 
Collier’s, the Literary Digest, Lib- 
erty and the Saturday Evening Post 
will carry the news in four-color 
spreads. 

Dealers will be provided with a 
second series of four-page consumer 
letters to tie in with the general 
announcement. 

In line with the current General 
Motors institutional program em- 
phasizing “value,” the new Pontiac 
will be proclaimed the “Chief of 
Values.” The Pontiac emblem, an 
Indian head, will be shown in the 
background of all copy. 

“The New Pontiac Six brings the 
important developments of the year 
to the low-priced field”; “the new 
Pontiac V-8 offers the distinction of 


V-8 performance at a list price un- 
der $850’—these will be the salient 
points in Pontiac copy in 1932. 

Ten “important improvements” 
will be listed: 

“Synchro-mesh; quiet second; free 
wheeling; ride control; longer 
wheelbase; increased power and 
high speed; greater economy; new, 


roomier Fisher bodies; rubber cush- 


ioning at 47 points; enclosed 
springs; riding comfort; full pres- 
sure lubrication.” 

“Engineering Leadership,” and 
“Luxury of Riding,” will frequently 
appear in Pontiac advertising. 

The Campbell-Ewald Co., Detroit, 
is preparing the campaign. 


Combine Radio, 


Newspaper Sales 


To coordinate radio and newspa- 


per advertising Asheville (N. C.) 
Citizen-Times has consolidated its 


advertising department with its ra- 


dio station, WWNC. 


Each salesman will sell both me- 


diums. L. Roy Philips is in charge 
of the combined departments. 


To Use Wallace Tales 


Edgar Wallace’s mystery thrillers 
will be broadcast for the first time 


in a program sponsored by J. C. 


Eno, Ltd., London, makers of effer- 
vescent salt, Jan. 5, over WABC- 


Columbia network. 


Increases Appropriation 

Sperry & Barnes, 
Conn., provision dealers and pack- 
ers, will have the largest advertis- 
ing budget in their history this 
year, salesmen were told at the an- 
nual convention. Goulston Advertis- 
ing Agency, Boston, is in charge. 


Princess Pat to Note 
Quarter-Century Mark 


Use of newspapers and the radio 
and bookings in theaters and audi- 
toriums will constitute the promo- 
tional campaign of Princess Pat 
Beauty Preparations, Chicago, in at- 
taining the quarter-century mark. 


Squibb Declares Extra 


E. R. Squibb & Sons, New York, 
declared an extra dividend of 25 
cents a share on the common stock, 
making a total of $1.50 a share paid 
in 1931. This is 50 per cent more 
than in 1930. 


Wil-O-Lite to Rankin 


Wil-O-Lite, Inc., Chicago, electric 
display signs, has retained William 
H. Rankin Co., Chicago. 


New Haven, 


Philco Claims 
40 Per Cent of 
Radio Volume 


Philadelphia, Pa., Dec. 31.—Philco 
radio will use the largest newspaper 
schedules in its history in 1932, 
President James M. Skinner told the 
annual distributors’ meeting this 
week. 

Mr. Skinner said Philco’s share of 
total radio volume has grown from 
10 to 40 per cent. 

“Philco has always protected dis- 
tributors, dealers and owners,” he 
asserted. “Philco has lowered prices 
as manufacturing efficiency permit- 
ted. Philco never has and never will 
cut quality to make lower prices 
possible. Philco has never dumped 
surplus stocks nor foisted obsolete 
models upon an unsuspecting pub- 
lic.” 

The new Philco line for 1932 com- 
prises 19 models of receiving sets 
ranging from $36.50 to $295 retail. 

The advertising is handled by the 
F. Wallis Armstrong Co. 


Classified 
Advertising 


The rate for this department is 
40 cents a line; minimum, $2. 


HELP WANTED 


Circulation Promotion Manager 
can make advantageous connection 
with publishers of several agricul- 
tural magazines on part time basis. 
Must have background of successful 
experience in securing subscriptions 
by mail. Department now well or- 
ganized and functioning from stand- 
point of detail work and only needs 
part time supervision by man who 
can prepare result-getting promo- 
tional material for renewals and fol- 
low-up work on new subscribers. 
Possibility of full time and perma- 
nent position with good chances for 
advancement to right man. Loca- 
tion: Chicago. 

All of our employees know of this 
advertisement and all correspond- 
ence will be treated in strictest 
confidence, so write fully with com- 
plete details. Box 114, Advertising 
Age. 


MAYBE YOU ARE THE MAN 


Are you willing to join in the devel- 
opment of a going representative busi- 
ness? The right man must grade A-1 
in every respect. He should be familiar 
with both the magazine and newspaper 
field—a wide acquaintance in the west- 
ern territory is necessary—he must be 
able to finance himself until the time 
comes and will then share in the results 
obtained. No drawing account but an 
opportunity for the right man to build 
a business for the future. State in 
writing as much as you like about 
yourself. Your communication will be 
held in strictest confidence. Box 115, 
Advertising Age. 


George Nichols Has 
Interesting Background 


George A. Nichols, who was re- 


York, 


cently appointed managing editor of 
Printers’ Ink, New York, after 14 
years in the Chicago office, has had 
a varied career. 

Mr. Nichols was night editor of 
the Topeka Capital, correspondent 
for the Associated Press in Kansas 
City, and then a copy reader on the 
Chicago Evening American. He was 
in charge of the dealers’ service de- 
partment of Butler Brothers for six 
years, from which he went to Print- 
ers’ Ink. 


Bendix Markets Tubing 


Bendix Stromberg Carburetor Co., 
subsidiary of Bendix Aviation Corp., 
South Bend, Ind.,- is marketing 
a seamless, flexible tubing, a new 
product with many uses. 


Tathill Secures Hotel 


Herald Square Hotel, New York, 
has appointed Tuthill, Inc., New 
to direct its advertising. 
Newspapers and direct mail will be 
used. 


KANSAS CITY 
AGENCY SPLITS 


Kansas City, Mo., Dec. 31.—With 
two of its officers joining another 
agency, Loomis, Baxter, Davis & 
Whalen, Inc., will liquidate. Junius 
F. Baxter, president and treasurer, 
will resume business as the Baxter 
Advertising Company, with offices 
in the Dwight Building. 

Frank E. Whalen, vice-president, 
has joined the Loomis-Clapham Co., 
as vice-president and treasurer in 
charge of the Kansas City office at 
21 West Tenth Street. Mr. Loomis 
was chairman of the board of 
Loomis, Baxter, Davis & Whalen, as 
well as president of the Loomis- 
Clapham Co. 


Adopt New Name 


The latter’s name has been changed 
to Loomis-Clapham-Whalen Co., with 
H. E. Clapham vice-president in 
charge of the Chicago office at 100 
West Monroe Street. 

Donald D. Davis, vice-president of 
Loomis, Baxter, Davis & Whale, has 
joined the Ferry-Hanly Advertising 
Co. 

Among accounts retained by Mr. 
Baxter are the Ismert Hincke. Mill- 
ing Co., Peters Serum Co., Midland 
Life Insurance Co., Kansas City Title 
& Trust Co., Pioneer Trust Co., and 
Fitz, Inc., Atchison, Kan. 

Among accounts to be handled by 
the new agency are Automatic Blec- 
tric (PAX), Associated Telephone & 
Telegraph Co., Telephone Bond & 
Share, Telephone Securities Co., 
Sodiphene Co., Lucky Tiger Mfg. 
Co., Theodore Gary & Co., Harrow- 
Taylor Butter Co., Commerce Trust 
Co., Ridenour-Baker Grocery Co., 
American College of Dressmaking, 
Anderson-Pitt Co., Givens Chemical 
Co., Phillips Electric Works, Mon- 
treal; D. J. Lane, St. Mary’s, Kan., 
and Reuter Organ Co., Lawrence, 
Kan. 


Eastman Places Account 


Eastman Kodak Co., Rochester, 
N. Y., has appointed Foreign Ad- 
vertising & Service Bureau, Inc., 
New York, to handle its Latin 
American advertising. This does 
not affect the Eastman advertising 
now being placed by J. Walter 
Thompson Co., Buenos Aires and Sao 
Paulo. 


Horner Is Promoted 
by Bullard Company 


L. S. Horner has been elected vice- 
president in charge of sales promo- 
tion by the Bullard Company, 
Bridgeport, Conn., machine tools. 

John W. Bray, sales manager, has 
become vice-president in charge of 
sales and E. P. Blanchard, sales 
manager. 


Hearst Advances Daly 


William J. Daly has been made 
general advertising manager of the 
San Francisco Examiner. He has 
been in the Hearst organization 
many years, spending the last two 
years with the Rodney E. Boone Or- 
ganization. 


Semmlow Advanced 


George A. Semmlow, chief clerk 
in the advertising department of 
the Milwaukee Railway, has been 
appointed advertising manager, suc- 
ceeding the late A. L. Hidemiller. 
Ray W. Miles will succeed Mr. 
Semmlow. 


Clapp Leaves N. E. L. A. 


Paul S. Clapp, managing director 
of National Electric Light Associa- 
tion, New York, has resigned to be- 
come vice-president of Columbia Gas 
& Electric Corp. 


$25 Fine for Copy 


R. A. Fredericks, manager of the 
Daily Furniture Co., Terre Haute, 
was fined $25 for alleged false ad- 
vertising, on complaint of the Mer- 
chants’ Association of Terre Haute. 


Has Best Year 


Upton Machine Co., Benton Har- 
bor, Mich., washing machine manu- 
facturer, reports the best year in its 


history, turning out 100,000 units. 
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ADVERTISING AGE January 2, 1932 
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ARCHITECTS RECEIVE ETCHING 
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This is the original etching sent to subscribers by Architectural Forum, 
New York, as a New Year's gift. Otto Kuhler handled the commis- 


sion for the third time. 


PLAYBIRDS WILL SOON FLY SOUTH 


The Jordan-Marsh Co., Boston, is giving over its second floor to a 
southern shop for the benefit of fashionables who repair to Palm 
Beach soon after the turn of the year. 


ENEFIT OF CONCENTRATED BUYING 
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RETAIL sateen THROUGH  CONCENTEATO cee 
How Wilsos Bros., Chicago, present the advantages of concentrated 
ro a to dealers. 
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REVIEW OF THE WEEK 


NEW PREMIUM NEW YEAR CARD OF GOTHAM ARTIST 
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AUTOMOBILES FOR SALE. , 
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pO NOT FAIL TO READ EVERY WORD 


F THIS AD—THE MOST DARING 
UseD CAR OFFER EVER MADE. 


STUDEBAKER 


SALES CO. OF CHICAGQ' 
WILL GIVE YOU | 


10 TO 100 
_ SHARES 
: OF STOCK 


Listed on N. Y. Exchange 
F-R-E-E! 
WITH THE PURCHASE 


: OF ANY USED CAR 
. LISTED BELOW’ 


+» Only .beeause of present business con- 
ditions can this svectacular: proposition 
‘be made. Three years ago such a pro- 
= would have been considered the 
theight of folly. 
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HERE’S YOUR 
OPPORTUNITY 


to get a@ used car at the lowest price Ps Oe) ene. 
level in history—and, in addition, obtain 3 2 - cae 
10 to 100 shares of the most desirable Pas tt es z 
Stocks listed on the New York Board % pap a | ° 
ABSOLUTELY FREE! g Be be “S| : i 
iS Steals ¥ 15 
THESE ARE . ae tra dla SR 
THE STOCKS S eh the 
: st hn tele at ms 
Megheny Corp. Curtiss-Wright gS He i is = 
rigsby-Grunow Armour [A] ass ¢ , . fe 
abash Railway -K- ta ; tl ae i “a = 
Remington-Rand Chgo., Mil. & St. Paul 9 fon ah x 8 
* It is true that every one of the above ; . 


stocks is now quoted at a low figure. 
Gf they depreciate further you lose not 
‘ penny, for you obtained the shares 
gratis, If they go up—uand there is 
every reason to believe they will event- 
ually approach their former high marks 
‘—the used car you purchase may figure 
aip to cost you nothing. 


This classified advertising by the 
Studebaker Sales Co. of Chicago 
doubled its business on used cars 
during Christmas week. Typical of- 
ferings included a Chevrolet coach 
and ten shares of Grigsby-Grunow 
stock for $65, and a 1930 Pierce 
Arrow and 100 shares of R-K-O for 
$1,395. 

The advertising was placed by 
the E. H. Brown Advertising 
Agency, Chicago. The company 
will not repeat the offer for some 
time. 


The mazda lamp division of G-E offered this window display free to 
dealers signing up before Jan. | for 1932 display material. 


OPTIMIST DEVELOP CARPET THAT LOCKS 
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"Plitty soon no more Japanese.” 

That's the story of the hero of the 

Christmas card of The Merchan- 
dise Manager, New York. 


The new "Seamloc" carpet of Sanford Mills, which is distributed by 
L. Chase & Co., New York, is locked instead of sewed together, 
installation costs being greatly reduced. 
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